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The 


Merchandising Month 


Business 


ENERAL business makes 
steady improvement. Business 
Week's index of business ac- 
tivity has been holding around 68 per 
cent of normal compared to the 1931- 
35 average of 63.3. Electric power 
production stands at 1,901 million 
kw.hr. for the latest week compared 
with the five year average of 1,597. 
Residential building is showing a big 
increase over a year ago and automo- 
biles are coming off the assembly line 
at the rate of nearly 100,000 a week. 
Retail and wholesale trade is up 
sharply. Sales of department stores 
in the New York area are estimated 
at I2 per cent ahead of the figures 
for the same period last year. The 
Southwest reports a general average 
gain of 15 per cent, in the. Kansas 
City area the increase is estimated at 
20 per cent. Boston stores estimate 
gains of 12 per cent, Chicago 12 to 
20 per cent; Atlanta reports pre- 
Easter buying to be the heaviest since 
1930, and from San Francisco comes 
a special to the New York Times re- 
porting a “wave of home appliance 
purchasing, stimulated by heavy ad- 
vertising by leading merchants.” 


Appliance Gains 


HE wave of home appliance 

purchasing is not confined to 
San Francisco. Sales figures so far 
reported are showing without excep- 
tion remarkable increases. On those 
items in which January and February 
figures are in, the February increases 
are less sensational than January, but 
still they register well above last year. 
The highest proportionate increases 
are water heaters 40 per cent, ironers 
65.8 per cent and ranges 77 per cent. 
Washers, gas engine and electric, are 
respectively 29.1 and 34.3 per cent 
above last year. The heavy increase 
in ironing machine sales is another 
indication that this product is steadily 
gaining acceptance although still a 
long way from the goal of “an ironer 
sale for every washer sale.”’ Ironers 
for January sold at the rate of only 
a little more than one ironer for every 
ten washing machines. When you con- 
sider the promotion being given to the 
home laundry as a unit and the fact 
that there are millions of homes with 


washers and without ironers you real- 
ize that the trade has still a long 
way to go before the ironer market 
can be said to be more than scratched. 


Litility Percentages 


ANGE and water heater pro- 

motion is, of course, largely in 
the hands of the utilities, and the 
increased pressure on these appli- 
ances is due to the need for rapidly 
building the use of these heavy duty 
appliances to replace revenue lost 
through rate reductions. It is, there- 
fore, a surprise to see from the fig- 
ures just released by the Edison 
Electric Institute that the utilities are 
selling only a little more than half 
the ranges and two-thirds of the water 
heaters. The figures are in a report 
covering five year merchandise sales 
by 100 per cent of the power compa- 
nies in the country. For 1935 the 
power companies did 54.2 per cent of 
the range business. Dealer participa- 
tion has grown much more rapidly 
than has been generally believed. In 
1931 the utilities did 88.4 per cent 
of the total business. In four years 
the dealer percentage has risen from 
11.6 per cent to 45.8 per cent. This 
rapid increase is due not only to 
greater public acceptance for the elec- 
tric range, but to the efforts made 
by the utilities themselves to bring 
dealers into the range picture. It is 
a highly creditable record and a pretty 
complete answer to the accusations of 
a monopolistic merchandising policy. 
Every type of cooperation has been 
and is being employed by the power 
companies to stimulate dealer range 
sales: — wiring allowances, financing 
of sales, cash and merchandising 
bonuses, home service assistance, 
trained salesmen, lavish advertising 
and display. 

A somewhat similar picture is 
shown by the percentage of the re- 
frigeration business taken by the util- 
ities in the years 1931-35. In 1935 
the power companies took only 13 per 
cent of the total refrigeration sales. 
This compares with 18 per cent in 


1931. 
Clinic 
HE importance of utility cooper- 


ation in developing appliance 
markets was a subject of frequent 


reference in papers and discussions at 
the Fourth Annual Merchandising 
Clinic at Nela Park last month. This 
meeting was attended by a large num- 
ber of executives and merchandising 
managers of department stores from 
all over the country. And there was 
a considerable comparing of experi- 
ences with what the power companies 
did and did not do by men from 
different localities. 

Paul Hollister, executive vice presi- 
dent and director of publicity of R. 
H. Macy & Co., in outlining a de- 
sirable coordination of effort in the 
promotion of appliance sales proposed 
that to eliminate waste in advertis- 
ing the manufacturer, the merchant 
and the utility should work together. 
That such a three-way coordination 
is desirable and possible has been ef- 
fectively demonstrated. It has worked 
with great success in St. Louis and 
Philadelphia (to name only two ex- 
amples) and has increased the volume 
of sales and improved trade relations. 

Another problem which concerned 
these department store merchandisers 
was the training of sales people. They 
were divided about 50-50 on the de- 
sirability of canvassing, but there was 
no disagreement on the need for peo- 
ple trained in the electrical sales story, 
whether they were on the street or 
behind the counter. To quote one 
merchandiser, “the volume in a good 
appliance department is limited only 
by the number of trained and capable 
salesmen that can be recruited and 
kept at work.” 

Men responsible not only for vol- 
ume of business but for store pres- 
tige realize that salesmen cannot safe- 
ly be hired in quantities and turned 
into the street. They recognize that 
salesmen must be carefully trained 
and that compensation must be suf- 
ficient to interest men of the right 
character and capacity. As one speaker 
summed the topic up — “Our sales- 
men must know their product story 
perfectly. Nobody likes a half-baked 
potato.” 
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FRED S. HOEFER . . 


- domestic sales manager of the Penn-Jersey Group of Associated Gas. 
Building load through strong groups of cooperating dealers is his mission. 


enn Dealers 


WATER HEATERS 


With the Penn-Jersey Group of Associ- 


ated Gas and cooperating dealers in the 
territory shooting for 2,000-3,000 units 
this year, the water heater looks as 


though it were coming into the big money. 


By Laurence Wray 


LECTRIC water heating is 

crashing through as big-time 

business in eastern Pennsyl- 
vania. 

In 1935, the Penn-Jersey Group of 
the Associated Gas System sold 1,287 
units of which 456 were utility com- 
pany sales and 831 were dealer sales 

the dealers doing roughly, two 
thirds of the business. Now that, 
in itself, is news in the water heater 
business. It becomes less surprising, 
perhaps, when we learn that of 2,657 


electric ranges sold in the same 
period, that dealers accounted for 
2,272 of them compared to the com- 


pany’s 385 units. Or that of the 
9.127 electric refrigerators sold in 
the same period that dealers sold 
8,783 of them and the company sold 
344 or 3.9 per cent. These 9,127 
electric refrigerators, by the way, 
were initial installations. There were 
approximately 10% additional _re- 
placement sales which the company 
discounts because the load received 


from these sales is not considered 
additional business. 
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The great increase in the number 
of dealer sales is all part of the com- 
pany’s plan. They have set up a 
quota’ of 2,000 water heaters to 
shoot at in 1936 and confidently look 
forward to bettering it by 500 or 
1000 units. They expect their com- 
pany sales to increase, however, but 
they will not be surprised if their 
percentage of total sales decreases. 
Building active appliance distribution 
through a strong group of dealer 
outlets is their chief aim. 

But to get to the whys and 
wherefores.of the plan we will have 
to introduce you to F. §. “Fred” 
Hoefer, who is Domestic Sales Man- 
ager of the Penn-Jersey Group with 
Group Headquarters at Reading, 
Pa. He is the moving spirit behind 
the unusual cooperative merchandis- 
ing set-up now operating in this terri- 
tory. Fred came to the job in 1934, 
after a period spent with the Empire 
Gas & Electric Company, where he 
coauthored a prize paper on dealer co- 
operative merchandising. He is a 
firm believer in utility company mer- 
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HARRY KINTZELL 


GORDON CLARK and PROSPECT 


DAVID M. COOK 





WATER HEATER DEMONSTRATION 


Up at the top, left, you see Harry Kintzell, and Frank Vogler who concentrate on sales and dealer cooperation in the Reading district. Below them is 
Gordon Clark, sales manager of Pottstown’s Automatic Electric Heater Co. (Sepco). He is busy showing a water heater’s construction to a prospect at 
Reading's Electrical Show. K. S: Brunner, at top, is one of Reading's live-wire dealers who gave his enthusiastic endorsement to the water heater drive. 
Beneath him is Dave Cook, manager of the electrical division of Pomeroy’s department store. At the right is one of Metropolitan Edison’s booths at the 
Reading Show which attracted attention. 


chandising. But, even more pro- 
foundly, he believes in building load 
through groups of active, aggressive 
and soundly-financed dealers. 

The territory with which he had 
to work consisted, apart from Read- 
ing and Easton, of a number of small 
towns in Pennsylvania including Get- 
tysburg, Lebanon, Hanover, Boyer- 
town, Hamburg, Topton, Strouds- 
burg, Nazareth, Pen Argyl, and 
Bangor. These towns are served by 
the Metropolitan Edison Company. 
In addition there is another group of 
towns in New Jersey served by the 
New Jersey Power & Light Com- 
pany, another Associated property af- 
filiated with the Pennsylvania group. 
The New Jersey towns include 
Phillipsburg, Washington, Newton, 
Netcong, Flemington (of the Haupt- 
mann trial fame) Lambertville, 
Dover, and Bernardsville. 

In all, there are about 128,000 
domestic meters, of which about 17,- 
WOO are combination gas and electric 
and the rest straight electric. There 
were, as of January 1, 1936, some 
265 dealers in the territory employ- 
ing 316 salesmen. The utility com- 
pany had 41 salesmen. 

When Fred Hoefer arrived on 
the job in July, 1934, the company’s 
relations with dealers in the terri- 
tory pointed to the need for closer 
harmony and better understanding 
of their mutual problems. A few 
dealers resented the power company’s 
Participation in appliance merchan- 


dising and were disposed to look 
unfavorably on any promotion the 
company undertook to build appli- 
ance markets. As in many other 
communities, there was a crying need 
for a plan; for a firm basis of help- 
fulness and understanding, which 
would make it possible for the deal- 
ers to forget their past troubles and 
complaints and concentrate on the 
job of selling goods. 

Fred Hoefer supplied that plan. 
And today, with the majority of the 
dealers cooperating with the company, 
it is bearing fruit in the shape of 
greatly augmented appliance sales. 

With a promotional rate struc- 
ture, the utility absorbing the big- 
gest part of the wiring and plumb- 
ing installation cost, with proper in- 
stallations using copper tubing, the 
utility financing dealer sales, with 
newspaper, billboard and show win- 
dow advertising displays, and with 
company assistance in selling water 
heating service, dealers are finding 
that the electric water heater is a 
profitable and potentially important 
addition to their merchandising op- 
eration. 

In the first place, let’s take 
the rates: 

The domestic rates of the Metro- 
politan Edison Company and _ the 
New Jersey Power & Light Com- 
pany are of a promotional type which 
offer inducements to customers to 
use electric ranges and other major 
appliances. In addition, there is 
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available in both territories a rate 
of l-cent per K.W.-hr. for water 
heating on an “off-peak” basis with 
a ten-hour charging period from 9 
P. M. to 7 A. M. 

The company’s water heater re- 
quirements call for an upper and a 
a lower heating element, both con- 
trolled by independent thermostats, 
and a properly insulated tank of from 
50 to 120 gallons capacity. Copper 
tubing and a tempering tank, situ- 
ated close to the central house heat- 
ing plant and used as a storage for 
cold water before entering the water 
heater, are required in all installa- 
tions. 

The bottom heating unit is ar- 
ranged so that it can heat the entire 
tank and cannot exceed 22 watts 
per gallon of tank capacity; the top 
unit is located to heat only the top 
quarter of the tank and cannot ex- 
ceed 33 watts per gallon of tank 
capacity. Also the equipment is wired 
so that the capacity of the heating 
units in use at one time cannot ex- 
ceed 33 watts per gallon of tank 
capacity. 

The lower element is controlled 
by a time switch so regulated that 
it can operate only during the 10- 
hour “off-peak” charging period. The 
upper element is so connected that it 
can be cut into the circuit at any 
time by its thermostat. This pro- 
vides rapid recuperation and assures 
an adequate supply of hot water at 
all times. 


All energy used during the “off- 
peak” hours between 9 P. M. and 
7 A. M., regardless of which unit 
operates, is recorded on a separate 
“off-peak”” meter and is billed at 1- 
cent per K.W.-hr. If, however, the 
upper heating element is cut into 
the circuit during the period from 
7 A. M. to 9 P. M. (non “off-peak” 
period), the energy consumed is reg- 
istered on the regular domestic house 
meter and is billed at the regular 
domestic rate. In cases of a family 
using in excess of 200 K.W.hrs. per 
month for domestic purposes, this 
energy, used by the upper element 
in emergency during non “off-peak” 
periods, is billed in the lower bracket 
of the domestic rate at 2-cents per 
K.W.-hr. 

Now, as to installation: 

All ranges and water heaters in- 
stalled on the lines by dealers are 
accorded a $25.00 installation al- 
lowancz, paid by the company. These 
appliances are installed by cooper- 
ating electricians and plumbers. The 
average cost of installing a range 
is $40.00 and a water heater $35.00. 
The dealers and the company sell 
ranges and water heaters on an in- 
stalled basis by adding $15.00 and 
$10.00 respectively to the list price. 
In other words, the bulk of the cost 
of the installation is taken care of 
by the utility company, leaving the 
dealer free to concentrate on the 
prime job of selling electric water 

(Please turn to page 76) 
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* American women were taught 
[Te doing a complete cooking 

job in their homes . actually 
would pay them in health, in lei- 
sure and in money, it would be com- 
paratively easy to open an enormous 
market for modern kitchen equip- 
ment. 

If our home economic teachers in 
our colleges, in our high schools and 
the men and women writing and 
teaching in general could be made to 
preach this gospel, (something which 
could be done for a fraction of the 
amount of money that the electrical 
industry has spent for other pur- 
poses), not only would manufactur- 
ers sell hundreds of ranges and ap- 
pliances where they now sell a dozen, 
and domestic consumers quadruple 
their use of current, but the Ameri- 
can family would be better fed at 
a lower cost in money. 

These statements sound strong in- 
deed, but they are not exaggerated, 
for I've been keeping actual costs 
of cooking, exact records of the time 
to be spent in the kitchen, as well 
as exact records on the cost of the 
equipment used, and it is no longer 
dificult for me to prove this to open 
minded people. 

In general women have accepted 
the statement that industry could do 
much of this home cooking job more 
economically, more efficiently, and 
more scientifically. Even manufac- 
turers of domestic appliances, whom 
we might expect to challenge this 
idea, seem to accept it. In any event, 
very little actual proof has been of- 
fered to challenge this view, and the 
only place I have found it complete- 
ly refuted is in the isolated districts 
where people have had no money to 
buy canned, bottled and packaged 
foodstuffs and were compelled to 
practice an economy of “living-at- 
home” or “going-without.”” Families 
ruined by depression have been com- 
pletely rehabilitated by teaching them 
to do a complete cooking and pro- 
ducing job at home. In many of 
these instances modern methods of 

_production and cooking were used 
even though modern appliances were 
not available. 

But why should we wait until 
people are on relief before we ask 
ourselves whether we ought not to 
encourage the American woman to 
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not only help support the family, but 
to help make it more prosperous by 
making their homes productive again? 
Particularly when it will create a 
market for electric current and for 
appliances to do so? 

One of the most important of re- 
cent researches into this matter of 
feeding the family was the one made 
by Hazel K. Stiebeling, Senior Food 
Economist of the U. S$. Department 
of Agriculture and Medora M. 
Ward, Assistant Economist, Econom- 
ic Division of the Bureau of Home 
Economics and called “Diet at Four 
Levels of Nutrition, Content and 
Cost.” In this pioneer comprehen- 
sive effort to correlate diets and 
costs, four diets were established and 
these were called (1) a liberal diet, 
(2) an adequate diet at moderate 
cost, (3) am adequate diet at mini- 
mum cost, and (4) a restricted diet 
for emergency use. 

From unpublished data by U. S. 
Department of Agriculture it - is 
shown that it was possible for a 
family of four persons, consisting of 
two adults and a boy of ten and 


time in her kitchen than if most of 
her cooking were still confined to 
opening cans and bottles and heating 
food which had actually been cooked 
or baked before she bought it. 

A carefully kept time sheet that 
has been used religiously day after 
day for the past six months, shows 
that the actual arnount of time I 
spent in cooking, washing dishes and 
cleaning up, averaged two hours and 
33Y, minutes daily. This was for 
a somewhat larger family group, it 
is true, but even if it had been only 
for four persons, it would still have 
been on an average very close to this 
time. 

All the studies of the time which 
the average woman spends in pre- 
paring meals and washing dishes show 
that even though she doesn’t do a 
complete cooking job she spends at 
least this amount of time in her kit- 
chen. A recent survey_by the Na- 
tional Broadcasting Company showed 
that between the hours of eight A. 
M. and five P. the average 
woman spends two hours and 38 
minutes in cooking and washing 








By Mrs. Ralph Borsodi 
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a girl of eight living in the North 
Atlantic region, to purchase this 
liberal diet for an expenditure of 
$16.50 per week, based on average 
retail prices in the United States 
for May 7, 1935. 

have been experimenting with 
this liberal diet upon my own fam- 
ily for a period of six months. But 
instead of doing the partial cook- 
ing job, which the average woman 
does—leaving the canners, bottlers, 
millers and packers to do the big- 
gest part of the job—I have been 
doing all the cooking at home. And 
my own experience with this diet, 
shows that with modern methods of 
cooking, and modern equipment, a 
woman can furnish this diet to a 
family of four persons for $10.92 
per week, and yet spend no more 


dishes, and this survey omitted -a 
large part of the time most of them 
spend preparing dinner after five 
o'clock and breakfast before eight 
o'clock. 

It is the use of modern kitchen 
appliances which makes possible this 
great increase in efficiency and sav- 
ing of time. Without spending any 
more time—in many cases by spend- 
ing less time—the average woman 
could do a complete cooking job— 
provided she has the right sort of 
electric range, electric refrigerator, 
electric mixer and smaller appliances 
needed, and she knows how to use 
them. Here is a double job which 
needs to be done—one of educating 
women and the other of selling them 
efficient modern equipment. One half 
of this job the power companies and 
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the electric appliance manufacturers 
ought to do because it will increase 
the use of current and enlarge the 
market for appliances. The other 
half, the colleges, high schools, home 
economists and writers about woman's 
work ought to do. They are not 
doing this for the most part at pres- 
ent, mainly because they do not re- 
alize that it pays to cook, can and 
bake at home. 

My records show that it is not 
dificult for a woman to earn sev- 
eral dollars a week by taking her 
complete cooking job back into the 
home. Few women have stopped to 
figure the actual costs in money, cur- 
rent, and time needed to produce 
their food in the home. I find many 
women who bake their own cakes, 
for instance, but feel that they can- 
not bake their own bread, when in 
reality baking bread is an easier task 
then baking cakes, and because more 
bread is used, it actually makes a 
greater saving. For a long time it 
did seem as though the baker could 
do a better job; he had equipment 
that the home did not have; besides 
we were told that he had scientific 
knowledge which made his product 
more certain. But the average kit- 
chen today can have ranges sufficient- 
ly accurate to do any job of baking 
and cooking to perfection use 
any woman can purchase one with 
wi earnings on the home cooking 
job. 

My test of the Stiebeling-Ward 
diet for six months shows that | 
could duplicate the nutritional stan- 
dard of the $16.50 per week liberal 
diet for $10.92. This is a saving of 
$5.58 per week on the food alone. 
I have served on the average of five 
or six, so I have had a slight advan- 
tage in larger buying, but not much. 
Most of this $5.58 was gained be- 
cause nothing was purchased already 
cooked or processed, if I could avoid 
it. Only “raw” materials were pur- 
chased—flour, eggs, milk, and as an 
English friend taught me, the “mak- 
ings” of good dishes and these were 
purchased at quantity prices. With 
these on hand, and with my hours 
in the kitchen carefully planned, and 
the use of modern equipment, it was 
not difficult nor has it proved a 
strenuous task to do a complete cook- 
ing job, and thus save practically 
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SAVING $5.58 ON WEEKLY FOOD BILL 


Through intensive use of the electric range using U. S. Dept. 
of Agriculture diet standard for $4000 to $6000 income made 
available to $2000 income thru intensive range use 


$10.92 
Wee k Y Fe fole| Bi ' 
Buying Raw Foods 


one third of what ordinarily is spent ae $5.58 
for such a diet. Saved by 
It is true this meant that my Intensive 
range was used for a longer time; Range Use 
that my current bill was higher. And 
it is true that I have a larger in- 
vestment in my kitchen than most 
women. But $5.58 weekly will not 
only pay for the extra current bill 
it means that I can pay for the 
whole cost of my kitchen in less than 
two years time. The $290.16 that 
this saves per year will soon pay 
for the best ranges, refrigerators, 
mixers and dish washers on the mar- 
ket. And after they have been paid 
for, they will continue to help the 
homemaker earn this money and to 
save her time and strength while 
doing so. 
For it is not a matter of time nor 
strength; she is already in the kit- 
chen around three hours every day 
even though she spends it opening 
cans and bottles and packages and 
just heating their contents. With 
the same amount of time, plus care- 
ful planning and modern equipment, 
she can easily do a complete cook- 
ing job. And she need not feel mar- 
tyred while doing it either for most 
any man or woman who is employed 
in industry or business today must 
plan their time and use modern 
ee to hold down worthwhile 
jo Ss. 


Follow Industry's Lead 


Industry made it pay to use mod- 
ern appliances, why can’t the home? 
Just as modern industry gradually 
saw the necessity of modern equip- 
ment and efficiency methods, so I 
believe the modern home will grad- 
ually awaken to the necessity of being 
equally efficient. The home may not 
have needed this labor saving equip- 
ment so much, when there were 
Plenty of aunts and grandmothers 
to help, but today most women are 
lone-handed and cannot afford a maid. 
They need modern equipment to re- 
duce the labor and the strength re- 
quired, and they need equally as 
much modern planning in order to 
use equipment to capacity, and -to 
make it pay for itself. 
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BELOW 


Samples of dishwasher advertising being used by 
two important power companies b is 
from the Unies Ges & Electric Co. and the 
other from the Florida Power & Light Co. Bill. 
boards, bill stuffers and window displays round 
out the promotional picture. 











ERHAPS the most amazing 
mechanism in the whole galaxy 
of electrical household appliances 

is the dishwasher. 

As far back as April, 1917, we find 
dishwashers advertised in Electrical 
Merchandising. In 1918 Lillian Hut- 
chison recommended dishwashers in 
her department store merchandise 
manual. In 1919 this writer jumped 
off the deep end as advertising coun- 
sel for a contraption known as the 
“Mermaid,” fathered by Frank Wol- 
cott. The gal went flooey, to be sure, 
but that wasn’t her fault—they didn’t 
do right by her. Because my own 
Mermaid of the vintage of 1919 is 
still a good and faithful swab of the 
porcelains and pans, and my wife says 
she'd give up the bath tub rather than 
this old dish slosher. Indeed, in 1923 
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THROW AWAY YOUR DISH PAN 


AND MOVE RIGHT IR 

















I happened to have written an article 
on the subject in which | said with 
sincerity that “the dishwasher stands 
first with us among all the appliances 
we own.” 

These historical facts are brought 
up because a publication coming to 
my desk yesterday carried the exuber- 
ant message of a recently converted 
dishwasher enthusiast in which he says, 
“There is a real thrill in watching a 
NEW industry grow, and in having 
a part in it.” The same authority 
wrote us a letter in which he referred 
to the dishwasher as “a new appli- 
ance.” 

Helz belz! We had dishwashers, as 
1 have said, when this lad’s diapers 
were hanging on the line. There's 
nothing new about 'em. What's new 
is the fact that somebody suddenly 





DISHWASHING COSTS FOR FAMILY OF FOUR 

















Wher Housewife Housewite 
Housewlfe| When Uses Elec-| Uses Elec- 
Items Does a@ Servant, tric Dish- | tric Dish- 
All Work | Is Hired washer washer 
Herself te Wash Thrice Once a 
| by Hand Dishes Deily Dey 
| LABOR: having « 
| girl come in once 
a day to do dishes 
| after heavy meal. $127.40 | 
| HOUSEWIFE'S 
TIME: $267.54 at | 
rate as ser- 
a ing $267.54 89.18 | $191.60 $112.52 
| : } } 
5¢ per kilowatt br. 1.04 1.04 
COST OF DISH- 
| WASHER: $125.00 
| = = wre. | | | 
ponte woes a | | | 18.34 18.34 























discovered that mechanical dishwash- 
ing offers the appliance dealer another 
piece of saleable merchandise, that 
this machine has an important place 
in the planned electric kitchen, and 
that after all these long years we 
ought to do something about it. 

You may properly ask why it is 
that the dishwasher failed to gain 
headway during the many years it has 
been on the market, and why, in the 
face of this failure, we have any right 
to expect the machine to become an 
important item of merchandise at this 
late day. 

Well, as to the cause of the failure, 
it was one of those double-jointed 
mistakes which so frequently happen. 
The, basic error was in claiming too 
much for the machine. When the 
machine did not come up to this ex- 


aggerated brag, the buyer was disap 
pointed—to the tune of a hundred dol- 
lars or so which the washer cost. One 
hundred dollars worth of disappoint- 
ment is a lot of disappointment, and 
the women who felt they were stung 
and who, indeed were stung—let out 
loud shrieks of anguish and told their 
sewing circles and euchre clubs and 
next door neighbors that electric dish- 
washers were no good. The darned 
things would not clear the dishes from 
the table, scrape them and stack them 
and nest them in the machine, nor 
would it take the dishes out of the 
tub after washing and replace them 
in the cupboard. Yet it is a fact that 
a good many women were led to ¢x- 
pect almost this fantastic service from 
the machine. 
But that wasn’t the worst of it. 
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The family may own an 
electric refrigerator and 
an up-to-date range, but 
the dishes are still an all. 


the Dish " 


washer 


. # 


> 
4 


.. 2. 2. eggs Prone B. Bis. Je. 


The manufacturers of dishwashers 
tried to build up the belief that 
through some miraculous method of 
sloshing water, one machine was in- 
herently better than another. One of 
them had a round tub and the water 
went round and around, and another 
had a square tub and the water car- 
omed off the corners, and another 
was an oblong box within which the 
water squirted from end to end and 
back again. The method of agitation 
4 made paramount in the sales 
ta 

Now listen, buddy. When you were 
in the army you lined up after chow 
with your mess kit, and the line 
passed a big bucket full of water in 
which there was a strong solvent, and 
you sloshed your eating tools in this 
bucket of water and solvent and they 
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came out clean. The solvent removed 
the residue of Karo syrup and greasy 
slum and gold fish and monkey meat. 
All you did was to give the mess pan 
a few sloshes in a pail. You didn’t 
have any fancy agitators and the wa- 
ter was pretty cold. What's the an- 
swer ? Solvent, I repeat. If you've got 
an effective solvent which suits the 
water used, almost any sort of slosh- 
ing mechanism will do the work. 

Of course there are great differ- 
ences in machines. Some are better 
mechanically, some better in engineer- 
ing design, some more attractive in 
appearance. But the cold fact is that 
the cleansing job is done by the solv- 
ent and not by the machine. That is 
where the early sellers of dishwashers 
made their mistake. Instead of selling 
an improved, economical and highly 


1936 





efficient method of doing one of the 
most disagreeable of kitchen chores, 
they tried to sell tinware and gadgets 
and fancy agitators—and they failed. 
That was 15 years ago. 

Dishwashers could have been sold 
then, and they can be sold today, by 
the simple sales process of telling 
what the machine will do and how to 
do it. A solvent and a slosher—that’s 
all there is to electric dishwashing. It 
was neglect of solvent, I repeat, that 
put the binger on the dishwashers in 
the early days. “Oh,” said the sales- 
man airily, “just use ordinary soap. 
The machine will do the dirty work.” 
Well, I gotta admit that it did dirty 
work. Ordinary soap suds sloshed over 
greasy dishes produced a solution 
which had the characteristics of a 
very mean varnish. This adhesive goo 










S 
4 
y 


covered milady’s fine china and crys- 
tal glass with a coating similar to 
shellac—and was she mad! No wonder 
the darned things didn’t sell. 

So much for the sad past. 
about the future? 


How 


It appears that the dishwasher is 
in for a renaissance. 

Promoters of the planned electric 
kitchen realize (what is only common 
sense) that dishwashing is a major ° 
kitchen operation, an unpleasant and 
onerous operation, and that it must 
be solved mechanically if the modern 
ized kitchen is to be anything more 
than a cubby-hole equipped with a 
range and a refrigerator. 

Also these experts realize that the 
solvent is the key to succesful dish 

(Please turn to page 18) 
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cal culture director whose habit 
it was to pop in one’s office, flex his 
mighty muscles, drum on his chest 
and, as he looked at you with glitter- 
ing eye, ask, “Young man, are you 
living a normal life?” With that re- 
mark he would proceed to pull out 
charts and scare the daylights out of 
you. 

Electrical Merchandising has long 
been looking for a chance to discover 
just what the normal business life of 
an electrical dealer should be. 

Mr. X of Kansas, looks like the 
man who can play the part. He has 
agreed to make public the private pa- 
pers of an electrical dealer. The rec- 
ords of these nine months of business 
activity in 1935 tell the story the 
business a man can build up in five 
years. They illustrate what a man 
can do who has no pull, very little 
money, no wealthy family connections 
and who is situated in an average 
Kansas town of 10,000 population. 
Mr. X had to leave school while 
young, and has made his own way 
most of his life. 

The firm consists of one salesman, 
a service man, and Mr. X’s wife who 
keeps the books. He came to this busi- 
ness from a utility and plays rather 
close ball with the distributor who 
tipped him off to this location. 

The firm handles the GE line, 
Zenith radio and put out 75 washing 
machines last season. Only one-fourth 
of them sold as low as $49.50. The 
balance ran $54.50, $59.50 and up 
to $64. 

Mr. X holds down on trade-ins. 
On the washing machine business he 
allows each customer $5 for the mo- 
tor from the old machine as a trade- 
in. He did quite a bit of battery radio 
business this last season and gave 
nothing for old sets. In fact, if pressed 
for something, his habit was to take 
the prospect into the back room, show 
him some old battery radios on the 
shelves and say, “If you buy a set of 
batteries to go with one of these old 
radios, I'll give it to you free.” 

This electric shop is not on the best 
side of the street, though it is down- 
town. Mr. X decorates his windows 
as perfectly as any State Street de- 
partment store, using velvet and flood- 
lights in profusion. 

If there is anything out of the or- 
dinary in his policies, it is his habit of 
“going along’ with every movement 
in the town. Having grown up in a 
town of 2,500, he knows the value of 
“you scratch my back and I'll scratch 
yours.”” These various donations are 
on the books as “subscriptions.” 

There's no drama, no exciting story 
in Mr. X’s activities. If there were 
he wouldn't be normal. Nevertheless 
he’s a good yardstick wtih which to 
compare your own business. 


ee xO used to have a physi- 
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Mr. X of Kansas shows what can 
be done without pull, plugging or 
a silver spoon in one’s mouth 


By TOM F. BLACKBURN 


She Private Papers of an 





FEBRUARY, 1935 


MARCH, 1935 








Income Cost Sell Income Cost Sell 
Lamps $76.64 $109.49 Lamps $ 65.61 $ 93.73 
Pro. labor — 57.67 Labor 47.15 100.15 
Miscellaneous 107.72 165.72 Miscellaneous Radio Parts 20.15 33.59 
Radio parts 25.13 41.88 Radio 162.03 225.39 
Radio sets 313.24 515.01 Tubes 22.30 44.62 
lubes 33.54 55.90 Heating devices 54.50 83.85 
Heat dev. 77.00 118.46 Washers and ironers 161.20 238.00 
Washers and ironers 115.60 168.50 Refrigerators 991.89 1,458.00 
Refrigerators 615.96 $23.46 Cleaners 199.25 308.25 
Cleaners 93.00 157.35 
$1,724.08 $2,658.11 
$1,457.83 $2,213.46 Expenses 
Expenses Sales salaries $ 50.00 
Sales salaries $ 50.00 Commissions 282.21 
Commissions 98.17 Advertising 22.82 
Advertising 22.13 Radio department expense 135.00 
Prod. labor 167.09 Delivery 20.00 
Delivery 25.43 General salaries 170.60 
General salaries 135.00 Rent 50.00 
Rent 50.00 Light, heat, water 36.27 
Light, heat, water 32.06 Stationery 26.76 
Stationery 27.04 Insurance 10.00 
Insurance 9.10 ‘Taxes 27.86 
Dues and donations 6.25 Subscriptions 8.15 
Miscellaneous 45.80 Miscellaneous 45.99 
aa _ $885.66 
$ 668.07 Reserve—bad debts 5.00 
Reserve—bad debts 5.00 we taxes 8.00 
ns taxes 8.00 ™ depreciation 15.00 
depreciation 15.00 ° 
— $913.66 
$ 696.07 Net profit $20.37 
Net profit $ 59.56 
APRIL, 1935 
Income Cost Sell MAY, 1935 
Lamps $ 87.57 $ 125.10 Income Cost Sell 
Prod. labor - 71.45 Lamps $ 42.20 $ 63.45 
Miscellaneous 75.90 116.76 Labor - -—— 86.80 
Radio parts 16.03 26.72 Miscellaneous 100.46 154.56 
Radio sets 105.00 216.00 Radio parts (repairs) 27.92 46.54 
Tubes 15.00 29.88 ‘Tubes 22.61 45.23 
Small appliances 41.22 63.42 Radios 68.25 144.65 
Washers and ironers 194.69 251.40 Heating devices 64.10 98.61 
Refrigerators 1,323.05 1,787.48 Washers and ironers 401.51 571.00 
Cleaners 100.40 162.75 Refrigerators 1,665.11 2,354.65 
— ~ Vacuum cleaners 42.47 70.97 
$1,958.86 $2,850.97 -- - 
Expenses $2,434.63 $3,636.16 
Sales salaries $ 50.00 Ex 
Commissions 135.48 Sales salaries $ 50.00 
Advertising 47.53 Commissions 349.52 
Repair dept. expense 135.00 Advertising 46.11 
Delivery expense 34.03 ro 183.82 
General salaries 160.00 Delivery expense 46.24 
Rent 50.00 General salaries 159.40 
Light, heat, water 29.22 Rent 50.00 
Stationery 16.50 Light, heat, water 33.28 
Bookkeeper 5.00 Stationery 39.49 
Insurance 10.00 Bookkeeper 10.00 
Taxes 17.10 Insurance 10.00 
Subscriptions 60 Subscriptions 3.25 
Miscellaneous 39.48 Miscellaneous 56.76 
$ 779.94 $1,037.87 
Reserve—bad debts 5.00 Reserve—tax 8.00 
“ taxes 8.00 ” —depreciation 15.00 
depreciation 15.00 ” —bad debt 5.00 
$ 807.94 $1,065.87 
Net profit $ 84.17 Net profit $ 135.66 
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Income Cost Sell 
Lamps $ 38.37 $ 57.69 
Miscellaneous 89.90 154.46 
Prod. labor — 83.00 
* Radio parts 13.40 26.79 
Radio sets 154.68 262.70 
Radio tubes 15.10 30.20 
| i] i ] Heat devices 289.42 445.26 
Washers and ironers 133.15 205.55 
Refrigerators 555.73 934.02 
Cleaners 22.00 39.95 
$1,311.75 $2,239.62 
Expenses 
Sales salaries $ 25.00 
Commissions 150.72 
Advertising 52.89 
Repair department 134.50 
Delivery 32.29 
Gencral salaries 160.00 
Rent 50.00 
Light, heat, water 39.33 
Stationery 25.30 
Credit & collection 10.00 
Subscriptions 2.00 
Miscellaneous 25.72 
$ 707.75 
Reserve—depreciation 15.00 
” —bad debt 5.00 
” —tax 8.00 
$ 735.75 
Net profit $ 192.12 
SEPTEMBER, 1935 
Income Cost Sell 
Lamps $ 53.07 $ 78.67 
Miscellancous (wire, etc.) 68.86 105.94 
Prod. labor —---- 61.16 
Radio repairing parts 16.53 27.55 
Radio sets 195.30 324.75 
‘Tubes 18.10 36.15 
Hleat devices 48.49 74.60 
Refrigeration 194.50 294.50 
Washers and ironers 526.30 712.20 
Vacuum cleaners 14.30 19.50 
$1,135.65 $1,735.10 
Expenses 
Sales salaries $ 50.00 
Commissions 166.16 
Advertising 21.70 
Service department salaries 130.00 
Delivery 10.00 
General salaries 140.00 
Rent 50.00 
Heat, light, water 28.00 
Office supplies 7.75 
Bookkeeper 16.35 
Business subscriptions 2.50 
Misccllaneous 55.41 
$ 679.87 
Reserve—bad debts 5.00 
” —depreciation 15.00 
” —tax 8.00 
$ 707.87 
Net loss $ 108.42 
JUNE, 1935 JULY, 1935 OCTOBER, 1935 
Income Cost Sell Income Cost Sell Income ost Sell 
Lamp $ 61.05 $ 91.78 lamps $ 35.74 $ 53.74 Lamps $ 95.00 $ 141.72 
Labor 84.28 Miscellaneous 116.68 184.12 Pro. labor 65.50 
Miscellaneous 86.57 133.18 Pro. labor 113.65 Miscellaneous $1.99 126.14 
Radio part 22.10 36.83 Radio parts 23.36 38.94 Radio repairing parts 19.83 33.05 
Radio sets 133.89 257.75 Radio sets 46.97 94.95 Radio 555.82 973.40 
‘Tubes 16.69 33.39 Tubes 23.90 47.50 ‘Tubes 20.40 40.75 
Heating device 105.40 162.15 Heat devices 163.27 251.18 Heat device 86.44 132.99 
Washers 162.36 266.00 Washers and ironers 121.77 168.50 Repairs 216.32 305.86 
Refrigerators 2,704.80 3,688.53 Refrigerators 1,434.04 1,939.50 Washers and irons 332.73 487.35 
Cleaners 39.35 80.90 Vacuu cleaners 22.00 34.95 Cleaners 93.00 145.45 
$3,332.19 $4,834.76 $1,987.73 $2,927.33 $1,501.53 $2,452.21 
Expenses 
Sales salaries $ 50.00 Expenses Expenses 
Commissions 329.65 Sales salaries $ 25.00 Sales salaries $ 25.00 
Advertising 53.16 Commissions 197.22 Commissions 179.26 
Labor 177.50 Advertising 7.00 Advertising 26.65 
Delivery 4.80 Rep. dept. exp. 130.00 Service department salaries 130.00 
General salaries 150.00 Delivery 33.20 Delivery car 45.90 
Rent 50.00 General salaries 160.00 General salaries 150.00 
Light, heat, water 31.73 ent 50.00 Rent 50.00 
Stationery 34.36 Light, heat, water 20.28 Heat, light, water 29.97 
Insurance 2.86 Stationery 15.98 Office supplies 18.84 
Taxes 27.86 ‘Taxes 3.00 Insurance 15.14 
Subscriptions 3.15 Subscriptions 2.25 Business subscriptions 11.25 
Miscellaneous 47.66 Miscellaneous 51.38 Miscellaneous 77.43 
$ 999.73 $ 695.31 $ 759.44 
Reserve—depreciation 15.00 Reserve—depreciation 15.00 Reserve—bad debt 5.00 
- tax 8.00 sa tax 8.00 - depreciation 15.00 
™ bad debt 5.00 ” —bad debts 5.00 ” tax 8.00 
$1,017.73 $ 723.31 $ 787.44 
Net profit $ 484.84 Net profit $ 216.29 Net profit $ 163.24 
— 
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bul whal ever lhey LALL it 


HERES WHAT THEY WAA7- 


"Whee new Standard of Kefeigerator Value 


When prospects talk “refrigera- 
tor value”’ with their friends some 
mean ‘“‘operating economy”. . 
some mean “performance” .. . 
others, ‘“‘style,”’ ‘‘convenience,”’ 
“‘gadgets’’— or what have you. 

When they talk to YOU as a 
Westinghouse dealer, you’ve got 
what they want no matter what 
they call it. Style, convenience, 
operating economy, dependable 
performance, special features — 
all converge in THE NEW 
STANDARD OF REFRIGERA- 
TOR VALUE. 

You flash it before their eyes in 
the Valugraph Chart — a visual- 
ized selling method that makes 
outside values, inside values, and 
concealed values apparent at a 
glance. 


of the improved Eject-o-Cube Ice 
Tray, Adjusto-shelf, Tmple Food 
Saver Set, and others. 

In their own homes they con- 
firm the new standard of value 
through point by point compari- 
son with the Valugraph Book and 
other material. 

When they talk to users — 
there more than ever, they find 
evidence of Westinghouse values 
—values that last year gave 
Westinghouse the greatest per- 
centage sales gain in the entire 
refrigerator industry. 

If you’re a Westinghouse dealer 
you’ve got the line that makes 
1936 the greatest value year in 
refrigerator history. If you are 
NOT a Westinghouse dealer now 
is a good time 





You prove it 
with actual cut- 
away views of 
Super-sealed insu- 
lation, welded all- 
steel cabinet con- 
struction, Sealed-in 
mechanism ... with 
face-to-face work- 
ing demonstrations 





Westinghouse 
cit 6% 5S 


It's ready now 


@ new financ- 
ing plan that makes it easier 
than ever to own Westinghouse 
Refrigerators — and to sellthem. 


to get all the 
facts about the 
Westinghouse 
Golden Jubilee 
Franchise. 


WESTINGHOUSE 
ELECTRIC & MFG. CO. 


Refrigerator Division 
Mansfield, Ohio 
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ing is a great deal like bak- 

ing a cake—you must have the 
right ingredients in the right propor- 
tions baked at the right heat. Leave 
any element out and the presenta- 
tion becomes a mess. Fail to fire 
the mixture of argument and emo- 
tional appeal properly, and the sales 
talk falls flat. 

Too few appliance salesmen spend 
any time analyzing the structure of 
their sales presentations. They adopt 
a line of argument which soon be- 
comes a canned habit and uncon- 
sciously they continue to perpetuate 
blunders, leave out persuasive points 
or have little interest in seasoning 
it with dramatics or garnishing it 
with fresh proof. It is this listless 
sort of salesman, interested only in 
the way of least resistance who is 
most generally failing. 

I am alarmed to find that 64 per 
cent of the 674 case reports from 
salesmen before me indicate that they 
make no conscious or continuous at- 
tempt to improve their sales story. 
And the average record of their 
monthly performance is less than half 
of what it could be—of what the 
performance of the 36 per cent who 
do is shown to be. Successful ap- 
pliance selling is not alone a matter 
of seeing more people (the essential 
stressed in my last month’s article) 
but of telling a more effective story. 
Without the latter, it may be posi- 
tively dangerous for a salesman to 
increase the number of his weekly 


G te tee appliance sell- 


presentations because, constantly re- 
peating the wrong story to. a great- 
er number of people, he will be in- 
creasingly discouraged as well as to 
make the prospect needlessly harder 
to sell for somebody else. 

Just like anything material goes 
out of style or wears out, so does 
the sales presentation. Its structure 
never changes, but the appeals and 
arguments which that structure sup- 
ports should be constantly refurnished. 
No one would continue to ride 
around in a model T Ford when he 
might enjoy the efficiency of the 
latest model Lincoln. A sales pre- 
sentation is no different—it is the ve- 
hicle for the mental delivery of a 
persuasive impression. It needs to 
be constantly remedelled and brought 
up to date. The very freshness of 
new arguments keeps the salesman 
keenly on his toes while, continuing 
the old story, he falls into an un- 
convincing mechanical mouthing that 
soon sounds like a cracked word .. . 
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that’s exactly what such laziness 
leads to. 

With “them few words” let's take 
up the reading of the sales presenta- 
tion scriptures according to the dec- 
larations of essentials reported by 
242 salesmen who have done a lot 
of experimenting on the subject. The 
essentials are simple—a felt need, 
against which is placed a complete 
product description which brings out 
the vital distinctions of the product, 
leads to a clear understanding of the 
advantages it offers in use, convinces 
the prospect that it pays for itself 
and, finally, is supported by proof 
sufficient to gain the confident ag- 
reement of the prospect on each claim. 
That is all there has ever been, or 
will be, to the structure of a re- 
sultful presentation. But, as I have 
said, the way it is put together, mixed 
and delivered is a matter of continu- 
ous improvement which is up to the 
individual himself. Manners of ex- 
pression, styles of delivery, forceful 





argumentation and dramatic appeals 
vary with each particular salesman 
and he must clothe this structure in 
the style and grace that best fits his 
personality. 

Nothing can be sold that is not 
wanted and nothing is ever wanted 
until a strong need for it is felt. 
First essential of the perfect presen- 
tation is, then, the development of 
the general need for the appliance 
in question in the prospect’s mind. 
Some years ago, manufacturers gave 
more attention to the general need 
in their advertising and promotion. 
The salesman could rely on these 
forces for much assistance. But in 
the last few years their advertising 
has been so sharply focused on com- 
petitive advantages and product fea- 
tures that the salesman has to carry 
more of this load of establishing ag- 
reement as to the general need. This 
will become increasingly true because, 
for example, the average refrigerator 
buyer is now 29 years old, married 
and with two children. At the time 
manufacturer's advertising was stress- 


(Please turn to page 1?) 
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At last! Here is what the American house- 
wife has been waiting for ever since the 
advent of Electric Refrigeration. A real 
air-conditioned electric refrigerator — one 
that automatically maintains the necessary 
moisture to prevent dehydration of foods 

to keep them fresh and~wholesome — 


and that sells at a popular price. 


MONARCH offers a complete line of 
‘Humid-A-Kold” refrigerators to meet the 
needs of every family. All cabinets are 
finished in either White or Ivory with black 
cabinet base — beautifully designed steel 


cabinets finished in DuLux 


tection automatic interior illumination 

adjustable shelves that permit large 
storage capacity —“easy-to-open” door 
latches 


The specially designed mechanical unit, 
together with “Humid-A-Kold” evaporator 
gives extraordinarily rapid freezing and 
cube capacity with minimum 
operating cost. All models equipped with 
“Select-O-Cold”, a dependable temperature 
regulating device that permits moderate or 


large ice 


very fast freezing, as well as defrosting. 
Write today for complete information. 












Interiors are 
porcelain enamel with acid-resisting pro- 










































































































































































































Bale atae- 


RIDW 


Equipped with two single and one 
double ice cube tray — automatic in- 
terior illumination — two large porce 
lain food files— fruit and vegetable 
drawers on roller bearings. Net capac 
ity, 7 cubic feet. Ice capacity, 112 
cubes or 8 pounds. Finger touch door 
latch 


R5DW 
Equipped with one 


single and one dou 
ble ice tray — auto- 
matic interior illumi- 
nation — net capac 
ity, 5 cubic feet. Ice 
capacity, 84 cubes 
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MALLEABLE IRON RANGE CO., 14 LAKE ST., BEAVER DAM, WIS. 
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Recipe for a 


Perfect Presentation 


CONTINUED FROM PAGE 11 emmmmmmmn 





ing such general benefits as health 
protection, pleasure and_ hospitality. 
cleanliness and sanitation, social dis. 
tinction and other appeals that ap- 
plied to all, she was an unmarried 
girl of 19 or less and attended such 
advertising little, if at all. Now, 
having forsaken this more unselfish 
type of appeal in advertising, the 
salesman has the greater responsibility 
of acting as her educator in this re- 
gard. 

Irrespective of the appliance sold 
or of the character of the prospect 
approached, an agreement as to a 
strongly felt need must be reached 
before the salesman can hope to con- 
tinue a resultful product presentation 
because, until he knows that she 
wants it keenly, she will give little 
if any attention to what he may sub- 
sequently say. 

Second essential is a complete des- 
cription of features to demonstrate 
how completely the product being 
sold answers that need. Here, the 
salesman must use caution in avoid 
ing one of the greatest errors ot 
salesmanship — that of leaving out 
mention of details. This often hap- 
pens when the salesman fails to 
freshen his technique of description, 
or when he listlessly attempts to cut 
corners in hastening the presentation. 
He becomes so weary telling the 
same story that he begins to drop 
mention of this and that and often, 
before he realizes it, he becomes a 
high-spotter who neglects to consider 
that the purchase is a serious con- 
sideration to the prospect who is, 
in consequence, interested in every 
small detail of the product. The 
average feminine prospect is not alone 
interested in buying a product but, 
as well, in finding points to talk 
about in case she decides to buy the 
product. The smallest detail may be 
a thing that provides talking values 
and, therefore, is apt to sway her 
buying decision. Remember that! 

As much as possible, product tea- 
tures should be presented from the 
angle of their value in actual home 
use. Do everything possible to help 
the housewife imagine their benefits 
in her own living environment. High- 
ly imaginative, inventive and suscep- 
tible to suggestion; the homemaker 
begins to consider the use advantages 
in her own home of any appliance 
from the first moment she sees it. 
It is therefore wise to draw word 
pictures of how it will look, the bene- 
fits that will be gained, the pride 
and social distinction that will be 
gained, the comfort and convenience 
that will be felt by her when it 's 
installed in her own home. Get it 
off the floor and into her life by 
suggestion. Begin to talk of it a 
“her refrigerator,’ “her washer, 
“her delightful new range.” 

Another good way to intensify this 
initial feeling of ownership value 's 
to appeal to her manipulative senses. 
Let her handle and touch the prod 
uct. As you stress each feature, ask 
her to feel it, to open it, to 20 
through the motions of using it. It 
this technique is used in product des 
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TWIN- SIX 


F67J-6BW 


Twin-Six Model with six 
unit cooking top — two 
17” ovens—on cabinet 
base. Timer and Selector 
Switch, also Minute Me 


ter, standard equipment 

















F67JBW 


“4-in-Line"” Model— 17” bake 

oven. All White Enamel on cab- 

inet base, equipped with utility 

drawer Appliance Storage 
Compartment with plate warmer, 

sliding basket and sliding shelf 

Electric Timer-Clock and Opal Lamp over 
cooking top IMuminated Dial Oven Tem 
perature Control Selector Switch and 


Minute Meter in Mantel 


s 





MALLEABLE IRON RANGE CO. 14 LAKE ST., BEAVER DAM, WIS. 
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cription, her imagination will stim- 
ulate a strong feeling of use advan- 
tages in her own home. In demon- 
stration, let her perform as much as 
possible. If it is a washer, don’t do 
the entire washing yourself—let her 
get her hands wet and let her run 
clothes through the wringer. If an 
inoner, don't start on the more dift 
ficult things and iron them yourself 
to astonish her, but begin on the 
simple things and let her run the 
ironer. That is a cardinal principle 
of successful selling. 

Third essential is to stress drama- 
tically the vital distinctions and plus 
values of the particular product com- 
pared to all others. Seldom will the 
homemaker decide to buy any make 
until she has looked at others. So 
often disappointed by price bargains, 
she is now a shrewd comparative 
shopper; interested in the one prod- 
uct that gives her greatest value for 
her dollar. 

The salesman must keep in mind 
that she has seen or will see other 
competitive products. It is his shrewd 
responsibility to bring out the dif- 
ferences in the one he sells—let others 
dwell longer on the similarities of 
all. And in doing this, he not only 
increases the news interest of the 
product to the point where the pros- 
pect is more interested in his sales 
story but, as well, he makes her dis- 
satished in selecting anything less 
than his product at the sacrifice of 
of such plus values. 

At this stage, dramatics can be 
engagingly used. There are no end 
of examples. Many salesmen throw 
dollar bills into their washers to dem- 
onstrate the washing action ‘ 
any woman will keep her eyes on a 
dollar bill. Others stand a quarter 
on edge on the top of a refrigerator 
to show how vibrationless its vital- 
ly different compressor is. I talked 
to the dealers and salesmen of the 
Rogers - Majestic Company at Tor- 
onto this month. They are featur- 
ing an all-porcelain argument in their 
promotion this year. McClellan, able 
distributor sales manager, brought out 
a blow torch, a pen knife, and mar- 
bles which he threw violently in the 
attempt to nick, chip or scratch the 
porcelain of the refrigerator line they 
handle; dramatically demonstrating 
the plus value of porcelain over lac- 
quer. That is good selling and good 
showmanship. Be sure to restate and 
demonstrate the values of the vital 
distinctions in the particular product 
you sell. 

Fourth essential, providing enthu- 
siastic prospect agreement has been 
gained on all arguments up to this 
point, is to convince her that the 
product in question creates use sav- 
ings which make it pay for itself and 
that it can be purchased on a com- 
fortable time payment plan. Not only 
must the buyer want and be con- 
vinced that the product in question 
is best but, it is self-evident, she must 
be persuaded that shie can afford it. 
And easy buying method is a prime 
essential of creative selling. This is 
so important that I will treat it in 
a separate article later. 

Too many salesmen try to sell en- 
tirely for cash, even though it is 
known that 80 per cent of appliance 
sales are concluded on_ installment 
terms. Too few consider the time 
financing arrangements as a persua- 
sive part of their presentation when 


they should realize that the prospect 
must not only be sold the product 
but a way to buy it easily. Too few 
have average local savings estimates 
from satishied owners to prove that 
real dollar use savings can be gained 
to make the product self-financing. 
linally, all too many neglect to com- 
pare the use savings with the monthly 
terms to convince the prospect how 
little expenditure is required. As I 
see it, from the successful experience 
of these salesmen, that salesman is 
weak who sells total selling price 
or even monthly installment required, 
while he is strong who sells the dif- 
ference between monthly savings ar 
terms—that is the net outlay pact 
and often savings are in excess of 
terms to prove that in reality it is 
costing the prospect money to be 
without it. 

“hese, then, are the four essen- 
tials of the perfect appliance presen- 
tation—need, product description, dis- 
tinctive differences and justification. 
Back of them all must be placed the 
curtain of proof. Competent. evi- 
dence, preferably local in nature, 
should be used to substantiate each 
point. Local user testimony, authori- 
tative reference, comparative tests and 
local savings estimates, the endorse- 
ment of authoritative institutes; all 
should be assembled to bring plenty 
of proof to bear on each argument 
to the point where the confidence 
and belief of the prospect will be 
convincingly stirred. This, too, will 
be the subject of a later article. But, 
in the meantime, if you are trying to 
gain agreement by general statements 
and unsupported claims, plan now to 
gather as much proof as possible. Sur- 
round each point with convincing 
evidence. 

Finally, brethren, as we conclude 
this reading of the experience of these 
successful salesmen, let me warn you 
on the necessity of keeping hot in 
your sales story. Many a truth has 
failed to register because it has been 
delivered in a minor key. Avoid be- 
ing luke-warm in the manner of your 
delivery. There are decisive ways to 
present each point which, by the very 
tone of the voice, carry conviction. 
Learn that art. 


With the season breaking wide open 
these gentlemen of Quattlebaum Elec- 
tric Co., Chorleston, S. Car. wanted 
a timely background. Pav! Quattleboum 
Jr., Manager rests his arm on one of 
the pets. The sales supervisor, William 
W. Brown is the right-winger. The boys 
also do ao good job on ranges, aver- 
aging 15 sales a month for the first 
months of this year. A home economist 
also helps in making sales and teach- 
ing those who have already bought 
major appliances. 
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Order NOW ~ and get the 
PLUS BUSINESS! 


POWERFUL 
10-INCH FAN 


TWO-SPEED 


ADJUSTABLE ARM 


DELUXE 
MODELS 


$895 


with Flexible RUBBER Blades 


If you haven't yet placed your order for Samson Safe-fiex Fans, do 
so at once! Dealers all over the country are hailing Safe-fiex as the 
hit of the year—and a “natural” for PLUS BUSINESS! Revolu- 
tionary in design and construction . . . and the first really SAFE 
fan .. . Safe-flex offers features no other fan can match — exclusive 
features that will enable you to sell even prospects who never were 
interested in conventional type fans. If you are to cash-in on this 
valuable plus business . . . and if you want to benefit from the dra- 
matic, nation-wide Radio and Postal Telegraph Plan that actually 
SELLS FOR YOU .. . you must stock-up NOW! Don’t miss this 
opportunity for EXTRA SALES and PROFITS that only the sensa- 
tional new Safe-fiex Fan brings you! 


NATION-WIDE RADIO CAMPAIGN! 


telephone orders, deliver fans and collect 
peyment for Samson dealers 
Write oc wire for big broadside giving 
of 





will dramatize the big features of Safe 
— and advise prospects to see dealers 

telephone Postal Telegraph. Postal, 
through its 50,000 agencies, will accept 


dete ai UNITED a 


i STER 
M-4 ae ae oT ee 
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500 Electric 


R 


OASTERS 


in a month 


Full page ads, five 
minute radio broad- 
casts and prominent 
selling displays did 
the job for the Kerr 
Dry Goods Co., Okla- 
homa City. 


ALE of 500 Nesco electric cook- 

ers in a month and a follow-up 

drive which sold another 200 
units, along with the selling of 25 
Toastmaster sets, is the accomplish- 
ment of the electrical appliances de- 
partment of the Kerr Dry Goods 
company, Oklahoma City. 

This success was result of a 
drive launched when Nesco cook- 
ers first were introduced to Oklahoma 
City housewives, according to Frank 
Graham, manager of Kerr’s house- 
wares department of which the elec- 
trical appliances — is one of the 
most progressive divisions. 

“We realized that the Nescos and 
Toastmaster sets had some fine fea- 
tures and believed that many women 
of Oklahoma City would welcome 
these time-saving electric cookers into 
their homes. We laid our plans for 
an intensive campaign and lost no 
time in getting it started,” Graham 
explained. 

“Our first announcement of these 
new appliances was a full page col- 
ored advertisement in the Oklahoma 
City newspapers. This was supple- 
mented by radio advertising, a series 
of five-minute announcements broad- 
cast hourly over radio station WKY 
for the period of one week. 

“Response was immediate and the 
customers came to the store where 
they found an attractive display of the 
appliances on two tables squarely in 
front of the elevator on the sixth 
floor. For a special promotion of this 
type the merchandise must be empha- 
sized to the fullest extent in advertis- 
ing; window display, arrangement, 
sales points and other features to make 
it attractive. 

“With the Nescos selling at $17.90, 

complete 


| toasters at $11.50 and the 


Display and demonstra- 
tion beoth at the house- 
wares department of the 
Kerr Dry Goods Compe- 
ay, Oklahoma City, Okla. 


Toastmaster set at $22.50 the volume 
of business which we did in pushing 
these items was of greater magnitude 
than we could have obtained by reach- 

ing thousands of customers through a 
alk of tun cevantins aes Ge 
housewares: dealer usually must fea- 


ture. 

“In November, about the time the 
first enthusiasm of the sales drive died 
down, we took advantage of the op- 
portunity of again putting the cookers 
and toaster sets before the housewives 
by cooperating with Aunt Susan’s an- 
nual cooking school sponsored by the 
Daily Oklahoman. One of the cookers 
was used by Aunt Susan in her actual 
cooking before the classes which were 
attended by thousands of women. We 
had two display booths and although 
we did no actual selling at the school 
we took names and addresses of per- 
sons having charge accounts at our 
store when they requested us to send 
cookers or toaster sets to their homes. 
Sale of about 30 units is attributed 
to the cooking school. 

“Our Christmas drive in December 
was a renewal of the initial campaign 
on a smaller scale. We ran new ads, 
installed a special window display of 
the toaster sets and built an attrac- 
tive booth on our housewares floor 
where the Nescos and Toastmasters 


comd 4 ae ee eee 
vantage of plenty of traffic past the 
appliance display. 

“We have found this method of 
conducting well-planned, enthusiastic 
sales drives very successful on several 
occasions especially if we launched 
the campaigns along with the intro- 
duction of a new product of real 
merit.’ 
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BARLOW & SEELIG 
MFG. CO. 


Ripon, Wisconsin 















































Royal Cleaners 
are advertised 
regularly ia 
National maga- 
zines, including 
Good House- 
keeping 














PAGE 16 


ROYAL 


AGAIN OFFERS 


You Sell 


por $399 


and make your Normal Profit. 


The Floor Cleaner is a powerful, full size 
Royal with motor driven brush and every fea- 
ture which can add to efficient cleaning and 
long life. Regular retail price $39.50. 















Both 





The Hand Cleaner is a new model, ex- 
tremely compact and powerful. Light 
and easy wo use. Regular retail price, 
$14.50. 


This is your opportunity 

to get a lot of extra busi- 

. ness this Spring. Every 

\ woman who sees these two 
great cleaners will want 
them. 


We supply full advertising co-operation 
and help you in every way possible to 
make sales. 


ROYAL Culinaire Food Mixer 


Has many exclusive advantages and 
sales features. 

Motor in base—no oil or grease 
above the food. Danger of upping 
eliminated. Extremely simple to use. 
Chromium plated metal bow! will not 
chip or crack as ordinary glass bowls. 
Very powerful. Will mix heaviest bat- 
ter in a few minutes. 


THE P. A. GEIER COMPANY 


540 E. 105th ST., CLEVELAND OHIO 











Selling 


Ranges 
in 


T may surprise those who think 

of Mexico in terms of an abun- 
dance of domestic servants and of a 
purely handicraft civilization, to 
know that the Compafiia Nacional de 
Electricidad of Torreén, México, 
staged a highly successful electric 
range campaign during October. This 
was one of a series of campaigns sched- 
uled throughout the year, covering all 
of the major and some of the minor 
electrical appliances. The ranges were 
sold principally to the more well-to- 
do of the Mexican families and to 
members of the foreign colony, but 
when it comes to small appliances the 
entire population is to be looked upon 
as an interested market. 


Labor conscious modern Mexico is, 
it seems, developing a servant prob- 
lem.. Prosperous homes have fewer 
servants and are more anxious to be 
independent of them in case of emer- 
gency. Among the peons, the hand 
which does the labor, even in the sur- 
vival of Atzec folkways, does not dis- 
dain to make use of an efficient and 
work-saving tool. A surprisingly large 
number of humble homes are electri- 
cally lighted. And although the wash- 
ing may still be done over a wash- 
board or even in some cases on a rock 
by the side of a stream, it is frequent- 
ly ironed electrically. Even electrically 
curled heads are not unknown under 
hand-woven rebozos. More appliances 
are added as they can be afforded. 
Tortillas have, from ancient Aztec 
times, been regarded as exclusively a 
handmade product, from the grinding 
of the corn to the patting of the cakes, 
but Robt. J. G. Marr, general man- 
ager of Cia. Nacional de Electricidad, 
S. A., with headquarters in Torreon, 
reports the recent development in that 
district of electrically operated tor- 
tilla-grinding machinery. There are al- 
ready from 200 to 300 electric ranges 
on the lines in Torreon, many of them 
including electric water heater instal- 
lations as well. Electric refrigerators 
are extremely popular. 


Yourig women are used as salesmen 
with excellent success, on a salary plus 
percentage basis. Usually they come 





There is nothing old fashioned about this 
display room in the power company al 


Torreon, Mexico. 


MEXICO 


from good homes with no previous 
business experience. A course in sales- 
manship and in the manipulation of 
the appliances to be sold, enables 
them to handle anything electrical, 
from ranges and refrigerators to such 
technical matters as the sale of beauty 
parlor equipment. In the rather iso- 
lated communities of northern Mex- 
ico, the fact that the local company 
is prepared to render prompt service, 
is an important talking point. One 
saleswoman reported that she had sold 
an electric refrigerator to a nearby 
ranch in the face of stiff outland com- 
petition on this argument alone, sim- 
ply “staying until she got the order.” 
And then, on the basis of service ren 
dered to this refrigerator, she sold 
fifteen more. 

Time payment sales are common, 
even on small appliances, usual prac- 
tice being to ask 25 per cent down 
and monthly payments. Repossessions 
are normally few. Rates are fixed un- 
der supervision of a Federal Agency, 
and in Torreén start at 22 centavos 
per kw.-hr. (divide by 3.6 for U. S. 
values), dropping to 5 centavos in the 
case of a range and water heater in 
stallation. Range wiring is paid for 
by the customer, though on occasions 
this has been included in the price of 
the range. 

The Compafiia Nacional de Elec- 
tricidad serves also a number of other 
communities in central and northern 
Mexico, including Aguascalientes, 
Zacatecas, Durango, Saltillo and Chi- 
huahua. In much of the territory 
there are no roads worthy of the name, 
but the electric wires from place to 
place carry light and modern con 
venience. One small pueblo of twenty 
humble homes, for instance, boasts 
twenty “wired homes.” Of course, in 
this case the use of current is small 
and the company could not afford to 
render this service were it not for the 
proximity of power lines used to sup- 
ply energy to a water pumping instal- 
lation. But the market is a growing 
one, for Mexico, Aztec as its civiliza- 
tion still is in its fundamentals, is 
waking up to the advantages of do- 
mestic convenience. 
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«+«World’s Fastest Sales Growth 


BECAUSE: Wor)d’s Most Beautiful Refrigerator 
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18 MODELS, 6 SIZES. PRICED FROM 
$99.50 TO $214.95, INCLUDING 
DELIVERY, INSTALLATION AND 


FIVE-YEAR PROTECTION PLAN 


All prices slightly higher in Florida, Tezas, 
Rocky Mountain states and West. 
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THE CROSLEY RADIO CORPORATION, CINCINNATI - PoweL crosLey, Jr, President 
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Be the First 

in YOUR 
Territory to 
Get These Sales 


You can sell circles around 
competition with this new 
Super Safety” Wringer and 
De Luxe One Minute combi 


nation. Records of our deal 
ers PROVE it. Get the litera 
ture and demonstration ma 
terial on this now 

while it is still NEW 

Be the first in your 
territory to cash in 

Mail coupon below 


Do it today 


Dae 4 
! \\/ 


© 1 


7 


» 


One Minute De Luxe Model 270 
The ONLY washer in America 
having this new “Super Safety” 
patented wringer. Available in 
both gas engine and electric 
models. Mail coupon at the right 
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Rots 


New Wringer 


Sweeping the 
Country 


It’s the biggest, NEW thing since Bot- 
tom Agitation. It is WALKING AWAY 
with Washer business everywhere it is 
introduced. Dealers are tripling and 
quadrupling last year’s sales. That’s 
what this sensational, new 


“Super Safety” 
Wringer 


means to YOU. If you haven't 
seen it, visualize this demon- 
stration to a prospect... 

No side levers. Both rolls 
stop instantly with top bar 
safety release. Locks in five 
“safety” positions. Drainboard 
tilts either way automatically, 
positively. “Knee action” bal- 
loon rolls handle light and 
heavy materials at 
same time. Offset 
rolls leave clothes 
fluffier. 4-point ten- 
sion. And a dozen 
other demonstration 
features. 

...And it’s EX- 
CLUSIVE with the 
new, popular - priced 
One Minute 
De Luxe 270. 

Get on the 
bandwagon. 
Mail coupon 
below today, 
for free litera- 
ture and dealer 
proposition. 











MAIL THIS COUPON NOW 








Ons Minurs Wasuer Co., Newton, Iowa. 

: Send free illustrated literature on your new “Su- 

' per Safety” wringer, and your special dealer offer, 

{ without obliganon. 

i Name. alstapaeesctamnedane 

Adee srirlieandiod 
APPLIANCE CRAFTSMEN SINCE 1898, 


125 Washer Sales 
in 15 Days 


The Pizitz Dry Goods Company, Bir- 
mingham, Ala., prove that the Washer 
market is opening in the South. 


MASS attack on the lower in- 
come groups has produced a 
flood of washing machine sales 

for Pizitz Dry Goods Company, Bir- 
mingham, Ala. This concern recently 
sold 125 machines in a concentrated 
15-day drive. Washer sales for the 
first two months of 1936 ran consid- 
erably ahead of business for all of last 
year. 

“A study of the washing machine 
market in the South led us to the con- 
clusion that the low saturation point 
was due to at least three reasons,” 
said J. W. Whatley, manager of the 
major appliance department. “In the 
first place salesmen had not been in- 
duced to work washers. Secondly wo- 
men in the lower income brackets had 
not been sold on the ability of a me- 
chanical washer to clean clothes as 
well as the job can be done by the old 
scrubboard route. Lastly sufficiently 
attractive terms had not been offered 
to this group. 

“Perhaps the biggest barrier to sales 
was the fact that the washing machine 
was still a new-fangled idea to the 
great body of common people, that is, 
families with incomes ranging from 
$80 up to $125 per month. Although 
this class of people have large fami- 
lies as a rule and have much washing 
to be done, the washer story had not 
been carried to them to any extent. 
Consequently they still had to be 
shown for instance that a greasy pair 
of overalls could be cleaned in a wash- 
ing machine as well as by hand. 

“So we had to induce our salesmen 
to go out and demonstrate washers to 
these folks. Our salesmen work all 
major appliances and up to this time 
had rather turned up their noses at 
washer solicitation. We held a school 
for them in cooperation with the job- 
ber, told them of the extensive news- 
paper and advertising campaign con- 
templated and of the liberal FHA 
terms offered. In short we gave them 
the ‘go’ sign and cleared the tracks 
before them. 

“The salesmen went out into the 
sections where the working people live 
and arranged for mass demonstrations 
in selected homes with the neighbors 
‘invited in. Usually the lady of the 
house invited in members of her 
bridge, literary or missionary club and 
in return for her courtesies, the dem- 
onstrator-salesman washed her clothes. 

“Salesmen were assigned a number 
of washers and required to keep them 
out on demonstration, racks being ar- 
ranged on the backs of their cars, so 
they could take the machines with 
them. The mass demonstrations made 
it unnecessary to try out the washers 
in each home. Rather it was the sales- 
man’s job after such demonstrations 
to call back on the prospects and as- 
sist thern in selecting’ washers of the 
right sizes to fit their families. 

“As the women saw the washers in 


operation their skepticism gave away 
to a conviction that they could help 
their husbands with their family bud- 
gets, by doing the washing at home 
instead of sending it to the steam laun- 
dry or the washer women. Where 
they did the washing themselves they 
saw a chance to eliminate much of the 
drudgery and blueness of wash day. 

“Our salesmen in working outly- 
ing sections found the corner druggist 

or grocer helpful in giving the names 
of families with good credit ratings. 
This saved them the trouble and loss 
of time resulting from soliciting peo- 
ple whose credit might later be turned 
down by the store. 

“In our advertising we ran several 
40-inch displays in the newspapers fea- 
turing terms of ‘nothing down and 
$1.60 per month.’ This proposition 
was offered on our $49.50 leader 
model and before the FHA rules were 
changed to require 10 per cent down. 
However, not 10 per cent of our sales 
were in this model, most of them be- 
ing in machines selling for $65 to 
$130. And in most cases some down 
payment was received. Terms were 
arranged usually to cover 18 to 24 
months. 

“On the last day of the campaign 
we sold 48 washing machines and 
salesmen unearthed sufficient prospects 
to result later in the sale of 15 refrig- 
erators. In fact, our sale of all appli- 
ances increased, showing that the 
more prospects salesmen see the more 
they sell. Despite precautions taken 
by salesmen it was necessary to turn 
down a number of sales on account of 
unfavorable credit ratings. Credits 
were checked through the usual chan- 
nels. FHA sales were closed right in 
our own office under our own ar- 
rangement with the government. 

“A washer campaign of this kind 
usually succeeds best in the Winter 
months while salesmen are not busy 
with their refrigerator prospects. The 
worse the weather, the better the time 
for a washer sale, because when wo- 
men have to do their washing inside 
their thoughts naturally turn toward 
a washing machine. During part of 
our campaign the weather was the 
worst in years with snow on the 
ground. 

“A number of washer sales were 
made to women who had never seen 
one in operation. With them, as well 
as with others more experienced, our 
salesmen find it best to talk perform- 
ance rather than mechanism. Instead 
of using the old bolt, nut and screw 
presentation they talked results and 
that required demonstrations and still 
more demonstrations. A plotting of 
our sales on the map showed that they 
were pretty well bunched as to terri- 
tory. This showed pretty clearly the 
results of demonstration. One sale be- 
got another and so on in mathematical 
proportion. 
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SMASHING THROUGH 


TO GREATEST GAINS IN HISTORY ! 


ALREADY, 1936 CARLOAD ORDERS FOR 


FRIGIDAIRE ARE MORE THAN DOUBLE 
THOSE FOR ANY SIMILAR PERIOD! 


@ The sensational New Frigidaire with the Meter-Miser and the “Buy 
on Proof” program are breaking sales records for dealers everywhere. 
Never before has America given such a tremendous welcome to any 
refrigerator. Families by the thousands are buying on Proof! They’re 
choosing the New Frigidaire with the Meter-Miser because it meets 
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All Five Standards for Refrigerator Buying — with Proof... .1. Proof of 
Lower Operating Cost. 2. Proof of Safer Food Protection. 3. Proof of 
Faster Freezing — More Ice. 4. Proof of More Usability. 5. Proof of 
Five-Year Protection Plan. ... Dealers are amazed at the power of 
this unbeatable combination —an outstanding new product and the 
most forceful, workable sales and advertising program they've 
ever known. It’s a combination that is gathering irresistible 
momentum with each passing day. ...The Big Push is on! And 
Frigidaire selling men are definitely on their way to the most 
sensational success in the history 

of the business. 


===FRIGIDAIRES= 


MADE ONLY BY GENERAL MOTORS 


FRIGIDAIRE CORPORATION ® DAYTON, on™ “EBYY 
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WILL YOU EAT 


“BREAD” OR “CAKE” 
tis season? 





Automatic proposes to ect every 
washing machine dealer off a 
bread and water’’ diet. Let him 


eat cake for 1936 





‘““Put me down for 
50 Carloads’”’ 


says Elmer Hamburg, of Hamburg 
Brothers, of Pittsburgh, Pa., after 
seeing... 


The New 1936 Line of 


AUTOMATIC 
WASHERS 


and the new Automatic SavE-A-Day 
Ironer. You can “go to town” with 
this line, because we are giving deal- 
ers and distributors just what they 
asked for 
If there’s a better washer deal being 
offered, I haven't heard about it. So 
-". if you want to make some money 
.if you want to “eat cake” 
write for complete information 


A ff ’ 
President and General Manager 
Automatic Washer Company 


Ct Yourtelf 







5 Models 


ranging from $49.95 up- 
ward. Several available with 
gasoline 


engine power. 

Here's what Dealers and Distributors 
said they wanted 

. They asked for a complete line. 


They asked for merchandising heips. 
. They wented a worth-while profit. 


Automatic gives you all these, 
including * ‘the best profit in the 
industry.” 

AUTOMATIC WASHER CO. 


197 W. baad, Sh. wean, 5 lewa 


tit 









"A PIECE OF CAKE” 


SEND THE COUPON =! 
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Baking 
Contest 


W. F. Dufford, Newcastle, Pa., Find 


Among other things, pies bring 
prospects. Take the word of Vern E. 
Dufford, advertising and sales pro- 
motion manager of W. F. Dufford & 
Co., New Castle, Pa. 

All you have to do is to hold a 
pie baking contest, such as the Dufford 
store held on Sept. 25, 1935. They 
had 75 pies entered by that number of 
women. Every entrant was given a 
letter entitling her to a five dollar 
credit on any Norge appliance sold 
by the store. And within two weeks 
more than 50 of the entrants in the 
contest had availed themselves of their 
credit. 

The pie baking contest was held 
in conjunction with a cooking school 
conducted by Miss Kay Sizer, Norge 
home economist. The pies were 
brought in all baked, in this case, al- 
though Mr. Dufford says they might 
have made the pies righit in the store. 
But, as he says, the muss and fuss was 
in the individual home instead of the 
store, and it worked out just as well. 

All pies were judged on their crust, 
texture and filling. First prize to the 
winner was an electric ironer. Second, 
third and fourth prizes got varying 
amounts of credit, from $25 on down. 

Enthusiasm for the pie baking con- 
test was whipped up in the cooking 
school. You had to attend the school 
in order to register for the contest. 
Thus, the Dufford store managed to 
get in a sales demonstration, along 
with the contest. All “comers” at the 
cooking school filled out registration 
cards. That’ s where the store got 63 
live prospects who definitely expressed 
an intention of buying some major 
electric appliance before the end of 
the year. Incidently, of the prospects, 
13 even expressed an interest in air 
conditioning, which shows progress in 
that field in Western Pennsylvania. 

At the opening session of the cook- 
ing school the pie baking contest was 
announced. If those in attendance car- 
ed to enter the contest they had to 
indicate that fact on the back of their 
registration cars. This system of re- 
quiring entrants to be at the cooking 
school tended to limit entrants to wo- 
men who would be live prospects, Mr 
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a New Way to Bring the Women In 


Dufford believes. 

A display of all the pies was ar- 
ranged in the store windows, and folks 
in New Castle were invited to step 
around and see the pies that had been 
entered. And then, when all the win- 
ners had been selected, the store re- 
ceived favorable publicity by donating 
all the pies to the Almira Home for 
Aged Women and to two children’s 
homes. 

Once prospects are obtained by the 
store they are contacted regularly, 
Mr. Dufford said. Prospect books are 
dated fully six months ahead, and 
checked off when that time comes 
around. If any member of the firm 
meets a man on the street and he 
starts talking about a refrigerator or 
washer, saying he’s thinking of buy- 
ing one some time in the future, his 
name down on the list, with the 
date when he’ll be able to think more 
seriously about it. 

That the system “works” is evi- 
denced by the fact that appliance sales 
at the store were 100 per cent bet- 
ter in 1935 than in 1934. And in 
1933 sales were 900 per cent better 
than in 1932, and they have been go- 
ing up every year since the store added 
an appliance line in 1926. Up to the 
middle of October, 1935, a total of 
125 refrigerators had been sold 
through the store for the year, with 
Christmas business just about to start. 

Those sales were made in the face 
of heavy competition. New Castle has 
14 refrigerator dealers—14, in a city 
of only 45,000, of whom perhaps 40 
per cent only can be considered active 
prospects. New Castle is a work town, 
with its big industries including a tin 
plate factory and a pottery factory and 
small steel factories. It was hard hit 
with the last few years business de- 
cline and only in the past year has 
it started on the upgrade. 

President of the store is a woman, 
Miss Pearl C. Dufford. E. B. Bart- 
lett is vice-president; Paul Dufford, 
second vice-president; Vern E. Duf- 
ford, secretary; and Earl Dufford, 
treasurer and manager of the branch 
store. The store has been in the home 
furnishing business since 1865 and is 
widely known in its territory. 


SAN PEDRO Y PABLO (BOLIVIA) 19,423 FT. 





COTOPAX! (ECUADOR) 19,488 FT. - 


—but what a difference in size 
between the second and the 


J ssn group interested in $15,000 
sables and custom-made “toppers” 
may be reached by some small-circula- 
tion magazines. But for those everyday 
necessities and luxuries you sell, the mag- 
azine that reaches the most millions of 
homes is the one that produces “tops” in 
sales volume. 

Every week The American Weekly 
reaches more than 5,500,000 buying fam- 
ilies .. . double the number of families 
reached by any other magazine! And 

that tremendous cir- 

culation goes into 

the richest buying 

ca areas, reaching | 
out of 5 to | out of 
every 2 families, 
where 70% of all 
families live and 
where 80% of all 
retail sales is made! 






, The 
AMERICAN 
WEEKLY 




















MORE THAN NEAREST 
5,500,000 COMPETITOR 
CIRCULATION CIRCULATION 


“The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 


/ 


This is the vast circulation support 
given you by manufacturers advertising 
in The American Weekly, the most 
powerful and productive selling support 
on earth! You are sure of speedier turn- 
over when you stock products advertised 
in The American Weekly. 


What The American Weekly is 


The American Weekly, the largest mag- 
azine in the world, is distributed through 
the 17 great Hearst Sunday newspapers. 


In each of 158 cities, it reaches one 
out of every two families 


In 146 more cities, 40 to 50% of the 


families 
In an additional 139 cities, 30 to 40% 
In another 171 cities, 20 to 30% 


... and it reaches an additional 1,982,000 
families in thousands of other large and 
small communities. 





, 
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5 OM Sol 


Signs up to sell FANS 
for Westinghouse Dealers 


"Td 


@ Starting at once, Old Sol, master fan salesman, is 
working for Westinghouse Fan Dealers. But let Old Sol 
give you the news firsthand: 

“Yep; I signed up with Westinghouse Fan Dealers — 
after years of selling any kind o’ fans for everybody and 
his brother. This isn’t an exclusive contract but it 
might as well be wherever there’s a real, live Westing- 
house Dealer. 

“You know my methods — I just put the heat on 
‘em and they buy —or suffer. This year’s plan for 
Westinghouse Dealers hooks you right up with my 
work — you get the full benefit of it. 

“Simple plan, too—no fuss or feathers. I can’t 
figure out why someone didn’t tie me up long ago to 
sell fans for ‘em. Well, Westinghouse has done it — 
shows their good sense. 

“I’m all set to go — planning one of my HOTTEST 



















This is the cou- 
pon that puts 
Old Sol to work 


for YOU, for a YEARS!” 

penaree ree: THE SEASON'S AT HAND!...WRITE OR WIRE 

ing year of Fan : $ 

Sales and Profits. Complete details of the 1936 Westinghouse Fan 
Program are available through your Westinghouse 
representative. 
WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 

10-inch Cardinal Merchandising Division Mansfield, Ohio 


Oscillating Fan 


Samer cmmo GF ELECTRICAL ACHIEVEMENT 
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How “Cudson’s Stage 


efrigeration S hows 


A Study In The Technique Of Pulling Store 
Traffic To The Electrical Department 





— 











XPOSITIONS and _ shows 
kL may be divided in two classi- 
fications: Those inside the 
store, and others outside at Fairs, 
Builders’ Shows, Flower Shows, etc. 
The ones in which we are more 
interested and are more important are 
promotions inside the store. These 
should be planned for your own sell- 
ing floor, if it is a divisional promo- 
tion; or especially to your own sell- 
ing area if it is departmental. Keep 
in mind the fact that your “merchan- 
dise and sales hospitality” takes place 
in the confines of your own depart- 
ment. Do not move to the Auditorium 
to hold a show in which you wish to 
present and sell merchandise that is 
shown 52 weeks out of the year in 
your own sales area. Even if you are 
crowded, it is best to move off one- 
third of your merchandise and stay 
“at home.” It may be a revelation to 
you, as it was to us, how much more 
inviting it is to have the floor opened 
up. It helps to impress the customer 
with a change and has a welcome ef- 
fect on your own organization. You 
should get the trafic headed your 
way and keep it coming. 

Floor-wide or divisional promotions, 
such as Housewares Expositions, em- 
brace a group of departments as found 
on our own Tenth Floor, which in- 
cludes Lamps, China & Glassware, 
Housewares and Electrical Appli- 
ances, can be the means of selling the 
floor to the community for a long 
period of time. The repetition of these 
Expositions can be made a very im- 
portant factor in building up trafhc 
and sales volume throughout the year. 
The one held for three weeks last 
January was our Fourth Annual 
Housewares Exposition. It was at- 
tended by thousands of Detroiters. 
They looked forward to the event 
and inquired about it months in ad- 
vance. Various estimates have placed 
attendance from 90,000 to 105,000 
people for the first week, with excel- 
lent sustained interest for the other 
two. 

Our January Exposition is not 
planned as a sales event, that is, a 
direct sale of specially priced mer- 
chandise; in fact, very few items are 
specials. It is designed to take a slow 
month and sell the floor to the city. 
It has resulted, however, in making 
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f _ 
J. B. Ogden y= 
bea! Manager, Electrical 
Appliance Department “ 
J. L. Hudson & Co., 
Detroit, Mich. 


J. B. Ogden, left, manager of Hudson’s Electrical Department, greets 
B. W. Proffitt of Profitt’s Department Store, Maryville, Tenn., at 
the department store clinic, sponsored by General Electric at Nela 
Park. The following article is excerpted from Mr. Ogden’s address. 


January a very good volume month. 

Features of the Exposition are 
things new and different; action dis- 
plays; unusual still displays; demon- 
stration of devices; fabrication of va- 
rious products; exhibits that are edu- 
cational, interesting and entertaining; 
a magician, or even a black-faced fun- 
ny man;-in fact, use anything that is 
somewhat revelant to the merchandise 
on your floor. This certainly gives am- 
ple latitude. 


The first Exposition is a hard one 
to put over. The next one can be 
planned through the year by keeping a 
folder to catch notes or stunts, and 
ideas that you think usable. It is a very 
good idea to take time out and make 
notes at or near the close of a show 
on the “hits” and “duds” for future 
guidance. 

The success of an Exposition or 
Show depends on careful planning and 
definite execution of the plan. There 





are a myriad details that someone 
must handle. The master plan is talked 
over and organized and the detailed 
departmental plans must be kept in 
mesh with the master plan and other 
departmental plans. 

Some of the main points in our 
plans are as follows: 


I. Get your own and other organ- 
izations interested including: 
1. Manufacturers and suppliers. 
2. Utilities. 3. Newspapers. 4. 
Your own executives. 5. Adver- 
tising Department. 6. Service De- 
partment. 7. Display Depart- 
ment. 8. Your store employees. 
9. Get customers talking. 


II. Displays and their arrange- 
ment. 
1. Loud colored signs and over- 
head canopies may be used. 2. 
Keep a_ uniformity of color 
scheme, but have it different 
from regular. 3. Colored light 
enclosures. 4. Spot feature dis- 
plays, not necessarily by depart- 
ment. 5. Work from a blue-print 
of the complete floor plan. 


III. Advertising of various kinds. 


1. Newspaper. 2. Radio. 3. Shop- 
ping News circular. 4. Package 
stuffers. 5. Exposition Directory. 
6. First Floor Posters. 7. Win- 
dow Posters. 8. Insert notices 
for customers statements. 9. In- 
vitations sent to schools and oth- 
er organizations. 


IV. Feature, or Main Attractions. 
These should be changed 
weekly. 

1. The General Electric “House 
of Magic.” 2. “Painting with 
Light” by Westinghouse. 3. 
George Rector Cooking Demon- 
stration. 4. Cooking classes con- 
ducted by well known authori- 
ties, including Edwina Nolan of 
Nela Park, Verna Miller of 


Frigidaire, Prudence Penny. 


V. A floor public address system 
to announce events. 


¥. 
To a large extent, the volume of 
business in refrigeration we obtain 
during the first half of the year is 
dependent upon three (3) definite 
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@ Let’s be sure that modern con- 
veniences are convenient. There’s no 
sensible reason why Corditis should 
ruin the work of our Edisons and 
drive us “back to nature.” 


What's that? Did you say your 
customers never complain about 
Corditis? 

That's worse. It means they aren’t 
giving you a chance to make good. 
It means they've reached that break- 
ing point where they're utterly dis- 
gusted with these gadgets that don’t 
work. They can still make toast and 
warm their toes over a wood fire, 
you know. 

Keep customers contented by 
eliminating Corditis. Specify 
Belden Electrical Cords. 


Beiden Manufacturing Company 
4663 W. Van Buren St., Chicago 


CORDITIS—a danger- 
* ous disease of electrical 
BE. the symptoms are 
frayed wire and broken 

It causes severe men- 
tal irritation and violent 
ne..ous disorders among 
electrical users. 


















teh wes 


exits 


CORDS 


APRIL, 














Hudson's 


Refrigeration Shows 
— CONTINUED FROM PAGE 23 





promotional periods of short duration. 
These are called, for the purpose of 
advertising (1) The Spring Refriger- 
ator Display, (2)*Hudson’s Annual 
Refrigeration Show, (3) The May 
Display of Refrigerators. 

Last year these three show periods 
totaled 43 selling days, or approxi- 
mately 7 weeks out of March, April 
and May. During che 43 days, we 
sold 40.5% of the year’s volume. 
1934, in 42 days, accounted for 42% 
of the year’s sales. 

In the Spring Display, opening ear- 
ly in March for 10 selling days, we 
show all the new models of the dif- 
ferent lines, impressing this fact in 
our advertising. On the floor, all the 
new models are designated by some 
means indicating they are the latest 
models. This show is a “warming up” 
period to get customers to think of 
Hudson’s as a place to buy. Unit sales 
per day do not average as high as the 
later shows. 

In the Annual Refrigeration Show 
(this year being the Eighth), and in 
the May Display, new 1936 models 
will be featured with certain 1935 
models specially priced. 

In Detroit Hudson’s lead the de- 
partment store field to such an extent 
that aur customers expect to find a 
much wider variety from our store 
than possibly from others in the city. 
This variety idea gives us the oppor- 
tunity to emphasize such facts in our 
advertising as “Here You May Select 
a Refrigerator to Best Fit your Needs, 
Making Comparisons with other makes 
all on one floor, with a minimum of 
effort” ;“Receive the Unbiased opinion 
of Experts as to the Best Medel and 
Make to fill your requirements” ; an- 
other one used in past years “88 Mod- 
els of 8 Leading Makes arranged for 
your convenience.” 

A plan in detail is submitted for 
approval to the Merchandising Man- 
agement and the Publicity Director 
covering everything required in mer- 
chandise, advertising, personnel, deco- 
rations, and it is best to have their 
O.K. inscribed 4hereon. This is im- 
portant as it insures coordination of 
various ‘store groups, who are to help 
you with your plan. 

A unit quota is assumed with an 
approximate dollar volume set up. 
This gives a basis of working out a 
separate newspaper advertising sched- 
ule, which may have a better chance 
of being followed then if submitted 
regularly. Keep in mind the consis- 
tent competition for advertising space 
with other departments, usually wear- 
ing apparel around Easter time. 

Outlined plan follows: 

I. Location in the Department. 


II. Decorations to change the ap- 
pearance. 
1. Post enclosures. 2. Spot light 
on particular unit displays. 3. 
Ceiling lighting fixture enclos- 
ures. 4. Shadow boxes to call at- 
tention to certain models. 5. Pyr- 
amid displays using up to 16 
units of the same model in a 
mass display. 6. Silver flittered 
refrigerator on turn-table under 
spot lights. 7. Cut-a-way units 
of makes and cabinets. 8. Meters 
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showing current consumption, 
comparing a refrigerator with 
a Mazda lamp. 9. Large over- 


head sign reading “EIGHTH 
ANNUAL REFRIGERA.- 
TION SHOW.” 10. Two, 


three or four Display Windows. 
III. Merchandise. 

Complete display of various lines. 
IV. Salesmen. 


1. Quotas for period. 2. Last 
year’s figures for comparison. 3. 
Contests with prizes; charts 
showing standing; sales meet- 
ings; registering of prospects; 
follow-up systems, etc. 


V. Advertising. 


Similar methods are used to those 
mentioned under Expositions, 
with the following additions: 
1. Invitation in the form of 
cards addressed by salesmen to 
all prospects, with a personal 
message. 2. Outpost Displays on 
other floors with proper back- 
ground displays. These should 
be located in “head on” traffic 
points, particularly at the Credit 
and Cashier’s Offices ; adjacent to 
public restaurants; employees’ 
¢afeteria; public rest rooms, etc. 
3. Posters on employees’ locker 
room bulletin board. 4. A dif- 
ferent type price display card 
on top of the refrigerator, giving 
make, model and price with spec- 
ifications. 


VI. Activity In The Home Ser- 
vice Bureau. 


1. In the Home Service Bureau 
a series of lectures by factory 
representatives on “Cold Cook- 
ery,” “Salad and Dessert Mak- 
ing,” “Food Placement,” ‘Using’ 
Left - Overs,” The Economy 
Story, etc. 2. Have Operating 
and dress up a number of refri- 
gerators of each make with salads 
and display material. 3. Serve 
ice-cream from refrigerator to 
visitors as a means of holding 
traffic. 


Shows outside the store and Fairs 
may be used to obtain sales by going 
into them with that definite thought 
in mind. Besides regular priced items, 
it is necessary to have specially priced 
merchandise to close sales in any vol- 
ume. This type of promotion can be 
used to advantage to contact a large 
number of people. A quantity of pros- 
pects can be secured, but it is difficult 
for many salesmen to pick the ‘wheat 
from the chaff.” 

As stated previously, this type of 
Promotion is of least importance to 
the store. 

A Story to Close 

The elevator was crowded. As it 
went up, an attractive lady of some 
35 years hurriedly called for the 
Fifth Floor. 

When she stepped off, she quickly 
turned and smacked a gentleman im- 
mediately behind her—much to the 
annem of all the other nice peo- 
ple. 

The gentleman with very red face, 
got off on the Sixth Floor muttering 
is demands an explanation.” 
_About the seventh, Little Johnny 
piped up, “Mom, I bet that old 
thing won’t crowd me again—I gave 

her a good pinch on the bottom.” 











THE MIXER THAT 
“WALKS, “RUNS” INTO 
PROFIT FOR YOU 










General Electric Hotpoint 


15° 
PORTABLE MIXER 18 list 


A real complement to any kitchen equipment. Now 
available in striking new color combination — cream 
with green trim in a durable, stain-proof baked enamel 
finish. Sure-grip Glasbake bowls, guaranteed against 
breakage from dior New handy rubber spatula. 

Its three-speed switch is strategically located so that 
it can be operated without removing hand from the 
handle. Proper speed for any mixing or beating opera- 
tion is provided. 

Standard equipment consists of portable mixing 
unit, mixer base, double beaters, large and small Glas- 
bake bowls, and handy rubber spatula. Juice extract- 
ing assembly consisting of Glasbake juice bowl with 
adjustable spout, cream-colored porcelain reamer, and 
oil dropper for preparing salad dressing is available 
at $2.75 additional. Other accessories — speed reduc- 
tion unit, food chopper, slicer and shredder, grater, 
buffer, knife sharpener, and drink mixing set available 
at slight additional cost. 


*Without juice extractor. 





With this new mixer the General 
Electric Hotpoint Mixer Line is well 
rounded. The extremely popular Por- 
table Mixer with the many exclusive 
features of the new model, in bright 
silver finish with the sure grip opal- 
white bowls, is also priced at $18.75 
list. The new, handy rubber spatula is 
now included as standard equipment. 


GENERAL @ ELECTRIC 





APPLIANCE AND MERCHANDISE DEPARTMENT. GENERAL ELECTRIC COMPANY. BRIDGEPORT. CONN. 
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THAT ARE SELLING SO MANY SPARTON REFRIGERATORS 











Antifrost Economy Clock 
Only 100% Automatic Refrigerator 
Five-Year Warranty 





Dry Expansion System 
Baskador - Vegabin 


All-Feature Spa rtom Refrigerator 


i) 





onl 





When Sparton is on your floor, it’s on the 
job doing fast selling for you. Women 
want the unusually desirable features 
that Sparton offers—they want the econ- 
omy of the Antifrost Clock and the Silent 
Unit—they want the convenience of the 
many exclusive features — they want 
the beauty of Sparton’s modern design. 


There’s profit in the Sparton complete line. 
At all the Refrigerator Shows, Sparton 
has stood out so much, that women every- 
where are saying, ‘I like Sparton best”. 
Get in now on this money maker. The 
Sparks -Withington Company, Jackson, 
Mich. Sparton of Canada, London, Ont. 
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ISTINCTIVE features of de- 
sign affecting utility, con- 
venience and appearance are 
very properly given a leading place 
in the sale of these important appli- 
ances. Details of design are not over- 
looked either, but it frequently hap- 
pens that differences in materials em- 
ployed are not given the attention they 
deserve. These materials play an im- 
portant part in determining cost and 
are given careful consideration by de- 
signers and producers. A knowledge 
of the materials used can be used to 
good advantage by any salesman, and 
if he is well equipped in this regard, 
he will certainly have an advantage 
over competitors who are not. ‘He 
should know especially about types 
of materials which have been intro- 
duced to the public by extensive ad- 
vertising, as many of his customers 
will recognize the names of these ma- 
terials and be inclined to judge the 
quality of the ironer thereby. 
Cold-rolled sheet steel is common- 
ly employed for such parts as tops, 
covers and legs, but there are several 
grades of this material, the best ones 
being characterized by a smoother sur- 
face which, in turn, is likely to have 
an effect upon the smoothness of the 
finish applied over the sheet. If spe- 
cial grades of steel designed for rust 
resistance, such as Armco ingot iron, 
are used, this fact should not be over- 
looked, for the ironer is commonly 
used in laundries and kitchens where 
moist air is likely to bring about cor- 
rosion in the event that the finish be- 
comes chipped or worn off. Surfaces 
which are given a coating of vitreous 
enamel, commonly called porcelain, 
are sometimes made from the corro- 
sion resistant steels or iron which are 
excellent for this purpose. 


Finishes 

Finishes, it should be noted, have 
much to do with the satisfaction real- 
ized with an ironer, for if they chip, 
peel or wear through quickly and ex- 
pose the metal below to rust which 
mars appearance and soils clothes, the 
customer is quite sure to complain. 
Porcelain finishes, which today are 
made stain-proof, are generally very 
satisfactory and wear well if not 
abused. Excellent also are some of 
the enamels, such as the Dulux and 
Opex finishes, among others. Lacquers 
too are quite satisfactory when prop- 
erly made and applied in adequate 
thickness and with proper undercoats. 
There are, however, scores of very 
cheap finishes and the better ones are 
not always used to best advantage. 
The ironer manufacturer who prides 
himself on using a high-grade finish 
and in seeing that it is properly ap- 
plied with an adequate thickness of 
coat, may well profit by letting his 
sales representatives know the facts 
and use them to his advantage. 

Aside from the types of finish al- 
ready mentioned, there are the plated 
finishes, among which cadmium, chro- 
mium, zine and -nickel are most im- 
portant. They are quite frequently 


hat’s In an 


used on exposed parts for decorative 
and protective purposes. Cadmium, 
often applied by the Udylite process, 
is a good protection against corrosion, 
as are also zinc and nickel. Chromium 
is commonly applied over nickel, 
though it can be applied direct to 
some other metals, to give a non-tar- 
nishing finish and is excellent on this 
score when properly applied. Any 
plated finish (as well as most other 
finishes, for that matter), is porous 
and the thickness of coating applied 
often has much to do with the degree 
of protection afforded. If it is skimped, 
or if the plater is careless in cleaning 
the metal or in other respects, results 
are sure to be much less satisfactory 
than when the reverse is the case. 

Some metals, such as Monel, and 
the stainless steels, which include En- 
duro, Bethadur, Alleghany metal and 
Defistain, among others, require no 
plating to prevent rusting, of course, 
and are excellent for trim parts and 
surfaces having hard wear. Some of 
the Alcoa and other aluminum alloys 
are also corrosion resistant and are 
sometimes used for pressure plates, in 
which case their excellent heat-con- 
ducting properties are an advantage. 
They are employed also in die cast- 
ings for some parts, including the 
heads which enclose driving gears, 
but are likely to be enameled in such 
cases, as tarnishing takes place in 
time, though it can be prevented by 
occasional polishing. 

An even larger quantity of die cast- 
ings, made chiefly from the Zamak zinc 
alloys, are also used, partly because 
of their strength and other good prop- 
erties and because they are quite inex- 
pensive. These alloys never rust, but 
they tarnish or darken when exposed 
to the air and thus are usually plated 
or enameled when used for exposed 
parts. They are employed also for 
gears and other parts which, being hid- 
den, require no finish. The zinc alloys 
are among the toughest of the com- 
moner cast metals and lend them- 
selves admirably to many intricate die- 
cast parts which can be made so close 
to size and which finish so smooth as 
to require little or no machine work. 
Heating elements are important. First 
the wire itself, which needs to be 
made from a proper alloy which will 
withstand the high temperatures in- 
volved. The best alloys are those com- 
posed chiefly or wholly of nickel and 
chromium or nickel and copper and 
include such materials as Chromel and 
Nichrome, which give long service. 
In general, they are applied on mica 
or mica composition forms and with 
covering insulation of the same mate- 
rials and these units are sometimes 
backed by asbestos sheeting which is 
an insulator against loss of heat as 
well as an electric insulator. Over- 
heating is avoided by the use of ther- 
mostats in some cases and these re- 
quire the application of by-metallic 
strip, of which there are many makes, 
and of contact points among which 
those made from pure silver are ex- 
cellent and are little affected by cor- 
rosion, 
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Pressure shoes in which the heating 
elements are embedded are made from 
different materials, but a good grade 
of steel that can be case hardened 
serves admirably when properly formed 
and treated so as to assume the re- 
quired shape when hot and give a 
proper bearing against the roll. Care- 
ful design and manufacture are re- 
quired for good results, but, as this 
article deals only with materials, can- 
not be considered here. A good job of 
plating should be done on the shoe if 
it is of steel or other metal which cor- 
rodes easily, and, since chromium is 
hard and non-tarnishing it is used 
with good results for the final coat. 
Alumium is used with good results 
on at least one flat type of ironer. 

Several types of material are suit- 
able for making rolls, but sheet steel 
formed to a true cylinder and prop- 
erly reinforced and finished to avoid 
rusting meets requirements, as_ the 
base about which soft covering is 
wrapped. The latter should be of a 
non-packing type and so made as to 
retain the required degree of softness 
for good ironing. Burlap next to the 
metal, followed by a woven pad of 
cotton fabric and a covering of muslin 
are among the materials employed 
with success. At least one maker sup- 
ports the roll on a ground tube of 
seamless steel with good results. 


Lubricants 


An important consideration in iron- 
ers is to prevent any lubricant from 
parts which require it from getting 
outside the driving head. It is desir- 
able to use a lubricant which will not 
become too soft or free flowing but 
which will still give proper lubrica- 
tion when parts are cold. It is also 
desirable to have proper seals against 
leakage. Several materials and some 
patent type of grease seals, such as 
Garlock Gits, and Graton & Knight 
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are employe@ to good purpose. Porous 
and graphitgd bronze bushings which 
run with litfle or no lubrication other 


than that tity absorb are giving good 
results. They are sold under such 
names as §Durex, Cleveland and 
Bound Brapk. Cork, felt and other 
gaskets alsg help to maintain ti 
joints. 


Besides the die-cast zinc-al@¥ gears 
already referted to, othge#are made 
from hardened%gteely€ast iron and 
bronze as well as“ffom special forms 
of plastic, such as Celoron, Textolite 
and Micarta. All of these require 
careful machine work, which in gen- 
eral makes them more costly than the 
die-cast form, but they have advan- 
tages such as high wear resistance and 
silence in operation, both of which 
apply to the plastic form in particular. 

Steel is used, of course, and in sev- 
eral grades for shafts, rods, many 
stamped parts and for various other 
components where its strength and 
low cost make it excellent. Its only 
important disadvantage is a tendency 
to rust and this is seldom of impor- 
tance in concealed parts, many of 
which are covered with lubricant 
which tends to prevent rusting any- 
way, and in the case of exposed parts 
can be prevented by proper finishing 
as already indicated. 

Rubber is applied in various de- 
grees of hardness for a surprising 
number of parts, among which are 
casters, beading, motor mountings, 
grommets and non-breakable cord 
plugs. It serves as a cushion tending 
to promote silence and avoid break- 
age or injury to striking parts and in 
some cases acts as an electric insulator. 
In casters, it prevents marking of floors 
and linoleum and in attachment cords 
it gives a tough, flexible and water- 
proof covering which resists abrasion 
and does not fray. With all these ad- 
vantages, it is not surprising that it 
finds many uses in ironers as well as 
in other appliances. 
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The soundest reasons for handling the Norge 
line are to be found in the product itself. 
Beautiful styling makes it easier to sell the 
inbuilt quality that makes for customer satis- 
faction. Superior engineering keeps your ser- 
vice costs down to a minimum, enables you 
to keep the profit you make. 

Another kind of engineering makes the 
Norge franchise a most valuable one — sales 
engineering. Proof of Norge ability in sales 
engineering is a matter of record — sales rec- 
ord. In ten years, Norge has risen from ob- 
scurity to a position of leadership in the re- 
THE ROLLATOR COMPRESSOR... 
smooth, easy, rolling power instead of 
burried back-and-forth action. Result — 
more cold for the current used and a 

mechanism that is almost ever- 


a en lasting. Only Norge bas the 
. =<“ Rollator. 





DOMESTIC AND COMMERCIAL REFRIGERATION «+ GAS 
WHIRLATOR OIL BURNERS FINE-AIR FURNACES «+ 
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frigeration industry. That spectacular growth 
has been due to steady, consistent, aggressive, 
intell‘ gent promotion — promotion that takes 
the form of national and local advertising, 
carefully planned dealer helps, active dealer 
co-operation, sales training. 

Learn about Norge— product and plan. 
Get the details first-hand. Get in touch with 
the Norge distributor in your territory or 


write direct to us. 


NORGE DIVISION Borg-Warner Corporation 
606-607 East Woodbridge Street, Detroit, Michigan 


NORGE 
ReWlalor rafrigaralion 


AND ELECTRIC RANGES 
AIR CONDITIONING + 


WASHERS AND IRONERS + 
CIRCULATOR ROOM HEATERS 

















ASK FOR DETAILS ABOUT 
THE NORGE 
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ON ROLLATOR COMPRESSION UNIT 
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TOTAL U. S. UNIT SALES OF MECHANICAL 
COAL STOKERS 


a. foe 


Getting Into the is 


Stoker Business 


Here are the facts about the present mar- 
ket for coal stokers, the present distribution 








and the opportunity for electrical specialty 
dealers in this fast-growing business 


HERE is a lot of excitement 
being generated in the coal 
stoker business. Sales in 1935 

were about 70 per cent over t 
in 1934 and 163 per cent over 1933. 
What is the market for coal stok- 
ers? What selling, installation and 
service problems have they? Where 
do they sell best and why? Are deal- 
ers making money selling them? 
These are just samples of the ques- 
tions that Electrical Merchandising 
is being asked. These are the questions 
we will attempt to answer in this ar- 

ticle. First, let’s take a look at— 


THE MARKET 


There are about 25,200,000 homes 
in the United States, according to 
the Bureau of Census report. Some 
12,600,000 of these dwellings are 
heated by stoves or some form of 
space heater. In other words, they 
employ no form of central heating 
system and, in most cases, are of 
such construction that basement heat- 
ing plants could not readily be in- 
stalled. The other half of the dwell- 
ings have some form of basement 
heating plant employing either hot 
water, warm air, steam, etc. Of this 
12,600,000 buildings with some sort 
of central heating only 1,500,000 
roughly have some form of automatic 
heat—oil-burning equipment (79 per 
cent), gas house heating (11 per 
cent) or mechanical coal stoking (10 
per cent). Oil burners, being first 
in the field and presenting a new 
and efficient method of house heat- 
ing have to date claimed the largest 
number of installations in the 1,500,- 
000 homes equipped with some form 
of automatic heat; the gas industry, 
fearing the loss of a major portion 
of its gas load due to the invasion 
of the kitchen by the electric range, 
has taken determined steps to re- 
trench by making an aggressive bid 
for the residential heating market. 
It is interesting to note, however, 
that with both oil burners and coal 
stokers registering big increases dur- 
ing 1935, that installations of gas- 
fired equipment slumped 27.3 per 
cent for the first eight months of 
that year, according to records of 
the American Gas Association. 

Which brings us to the stoker and 
a consideration of the 11,100,000 
homes, equipped with some form of 
non-automatic central heating plant, 


Editor's Note: For some of the figures 
used in this article we are indebted to 
Fuel Oil Journal and The Committee of 
Ten — Coal and Heating Industries. 


























which comprises the present market 
for all three competing types of au- 
tomatic heating equipment. Just as 
the gas house heating system was 
the gas industry’s answer to the elec- 
tric range, so the coal stcker was the 
coal industry's development designed 
to offset the rapidly increasing num- 
ber of oil burner installations which 
mounted rapidly during the years 
just prior to 1929 and are today 
showing signs of going even further. 

The market, if we may be per- 
mitted to turn a phrase, is “hardly 
scratched yet.” And the coal stoker, 
despite its comparatively late start, 
shows signs of outstripping it’s com- 
petitors. The 41,490 units sold in 
1935 was a big jump over the 23,- 
214 units sold in 1934 and even con- 
servative prophets with a weather eye 
cocked for a coming industry, predict 
that annual sales of 100,000 stokers 
will be with us within the space of 
two years. 


MARKET LIMITATIONS 


Now, just as the oil burner is 
limited in its market by more con- 
siderations than the number of dwell- 
ings equipped with central heating, 
so, likewise is the coal stoker. Neither 
of them can enjoy the comparatively 





STOKER INSTALLATIONS BY STATES 


NEW ENGLAND STATES 5.71% 
(Maine, New Hampshire, Vermont, Massachusetts, 
Rhode Island and Connecticut) 

MIDDLE ATLANTIC STATES 


(New York, New Jersey, Pennsylvania, Delaware, 
Maryland, and Washington, D. C.) 
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MIDDLE WEST STATES 31.45% 
(Wisconsin, Illinois, Indiana, Michigan and Ohio) 
NORTH CENTRAL STATES 14.37% 


(North and South Dakota,' Minnesota, Nebraska, 
lowa, Missouri, and Kansas) 

SOUTH ATLANTIC STATES 5.95% 
(Virginia, West Virginia, North and South Carolina, 
Georgia, and Florida) 

SOUTH CENTRAL STATES 4.70% 
(Kentucky, Tennessee, Texas, Oklahoma, Arkansas, 
Louisiana, Mississippi, and Alabama) 

FAR WEST STATES 
(California, Oregon, Washington, Arizona, 
Nevada, Montana, Wyoming, Utah, Idaho, 
Colorado, and New Mexico) 


FOREIGN SHIPMENTS 


12.50% 





unlimited potential market open to 
the electrical refrigerator, range or 
washer. Five states have absorbed, 
according to a recent estimate, 57 
per cent of all oil burners installed 
by the end of 1935. Those are New 


sylvania and New Jersey. Limits to 
oil burner sales are set by such ter- 
ritorial advantages as the price of 
natural gas and the availability and 
price of coal. : 

The mechanical coal stoker is 


York, Illinois, Massachusetts, Penn- naturally sold most easily in those 


- sections of the country where coal 
is plentiful and cheap but is also 
sold most readily in those sections of 
the country which produce bitumin- 
ous or soft coal. It has been estimat- 
ed, as a matter of fact, that 85 per 
cent of stoker sales belong in the 
bituminous burning group. Two en- 
tirely different designs of stokers, 
naturally, are required for the bi- 
tuminous and the anthracite mar- 
ket. Some manufacturers claim that 
there is no particular difficulty in 
connection with the use of either 
type of fuel; rather, that it is,in the 
design of the stoker for the available 
fuel. 

Here are two views on the subject: 

“From a stoker standpoint, the 
problem in connection with anthra- 
cite coal is that with some of the 
lower grades of anthracite, the ash 
fuses at such a low point that clink- 
ers are formed and are difficult to 
get out of the furnace by means of 
the ash removing mechanism. In so 
far as problems of stokers in con- 
nection with bituminous coal: the 
better the coal, the better the results. 
Naturally, a low ash coal will re- 
quire less attention than a high ash 
coal. Also the question of the fusa- 
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American Beauty has 
what it takes to give 
dealers real profit —a 
modern line with up- 
to-the-minute styling; 
salable 


in America with 10 dy- 


the most line 


namic models; exclu 





sive features; quality 





construction that sets 
an all-time LOW for 


service calls. 





Here's sales dynamite—Exhaustive 
tests PROVE American Beauty is 
easiest in the world on clothes! 
“Easy-touch” SAFETY Wringers. 
And for speed, efficiency, and dur- 
ability, American Beauty can’t be 
topped. 


WHY Ameucan Beauly. LEADS 


¥%e Made by an aggressive, alert manufacturer with whom 
leadership is a habit. 


A line of 10 models with powerful sales appeal — in 
EASY $5 STEPS—with a REAL LEADER model. 


vidual needs. 
& 


% A merchandising program built to fit the dealer’s indi- 
* 


Every model can be demonstrated to advantage against 
ANY OTHER make priced $5 to $10 higher. 


A line you can sell, deliver, and forget. 


Why not really cash in on your sales effort? Get COM- 
PLETE American Beauty FACTS! 


GETZ POWER WASHER CO. 


- 436 Walnut St., Morton, Illinois 
tust in SALABILITY ! 
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Getting into the 


Stoker Business 





bility of the ash enters in. An ideal 
domestic stoker-coal should not have 
a fusing point much over 2400 de- 
grees, in my opinion. If it exceeds 
this temperature in mild weather 
there is an accumulation of ashes in 
the furnace which is rather difficult 
to remove, unless the operator takes 
the trouble to occasionally build up 
the fire to fuse it into a clinker.” 

Another : 

“We find it necessary to have an 
entirely different design of burner to 
handle the two coals. Our company 
handles both the anthracite and bi- 
tuminous stokers, our sales being con- 
fined to the domestic classification 
on anthracite and going up to the 
300-horse-power on the bituminous. 
It is possible to furnish a higher 
degree of automatic heat with an- 
thracite as with this fuel a stoker 
can be designed that will reclaim the 
ash from the fire box and store it 
in a container, whereas on the bi- 
tuminous unit it is necessary to re- 
move the ash by hand in the form of 
a clinker.” 

A glance at the table printed with 
this article, showing the breakdown 
in percentage of total installations by 
sections of the country and by states, 
will reveal that the largest sales have 
been made in the middle west—the 
states of Wisconsin, Illinois, Indiana, 
Michigan and Ohio accounting for 
31.45 per cent of all installations. 
These are all large bituminous coal 
consuming states as are the north 
central states of Minnesota, Nebras- 
ka, lowa, Missouri and Kansas which 
accounted for 14.37 per cent of the 
total stoker installations. It should 
not be assumed, however, that all 
stokers sold in these territories were 
those designed to burn only bitumin- 
ous coal. Coke-burning stokers and 
anthracite stokers have likewise ac- 
counted for a small part of the busi- 
ness. The next most important sec- 
tion of the country are the middle 
Atlantic states including New York, 
New Jersey, Pennsylvania, Delaware, 
Maryland and Washington, D. C. 

ese accounted for 23.52 per cent 
of the total installations and as they 
lie in anthracite consuming areas, the 
assumption may be made that an- 
thracite burners were the chief ones 


sold. 


THE PRESENT DISTRIBUTION 
SET-UP 


There are now about 6,000 retail 
distributors of coal stokers in the 
United States, according to the most 
recent records. Many of these were 
coal dealers who jumped into the busi- 
ness early to meet the competition 
of gas and oil burning equipment and 
to protect their original investment 
in coal selling. Another important 
group of stoker distributors may be 
found in the groups whose business 
consists of heating and ventilating 
equipment. A smattering of plumb- 
ers are included in this group. Still 
another group of stoker distributors 
comprise those oil-burner dealers who 
took on stokers to round out their 
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line of automatic heating equipment 
for the home. In addition, there are 
metropolitan centres peculiarly adapt- 
ed to the operation of a manufac- 
turer's selling branch. 

Of all these types of distributors 
engaged in the stoker business, only 
the dealer handling both oil burn- 
ers and stokers or the manufacturers 
sales agency represents the type of 
retail operation best equipped to 
energetically promote and sell the 
mechanical coal stoker. They are 
the ones trained in specialty selling 
technique which the coal dealer and 
the plumbing and heating man have 
yet to acquire. The most important 
potential group, of course, are the 
electrical specialty dealers and dis- 
tributors who are coming into the 
business in increasing numbers and 
who, even today, are accounting for 
a large portion of stoker sales. 

It is to this latter group and to 
the large number of dealers who 
have yet to interest themselves in 
the attractive possibilities of the coal 
stoker business that this article is 
primarily addressed. 


GETTING INTO THE STOKER 
BUSINESS 


To the electrical specialty dealer 
trained in selling refrigerators, wash- 
ers, ironers, ranges, water heaters, 
radio or oil burners, the addition of 
a stoker line presents no particular 
difficulties. The only hufdle to be 
surmounted is in the mental hazard 
of selling a piece of domestic equip- 
ment which, from the standpoint of 
actual installations, has yet to achieve 
a great public acceptance. But the 
same thing was true of the other 
devices he is handling and with the 
growth of public acceptance the way 
was paved for volume sales. It is 
hardly necessary to point out, in ad- 
dition, the superior advantages of 
identifying yourself with a business 
from its early stages when profits 
haven’t yet been subject to the keen 
knife of competition. 


Initial Investment 


About the only investment nec- 
essary to get into the stoker business 
is the purchase of one machine from 
the manufacturer. One manufactur- 
er has a flaor plan arrangement which 
permits the dealer to buy a display 
model by making a 10 per cent down 
payment, the balance being financed 
on a three-month note, renewable at 
the end of that period by the pay- 
ment of an additional 10 per’ cent. 
Later, -he can buy stakers from the 
distributor or manufacturer as need- 
ed. Later also, he may be required 
to make some small investment in 
replacement parts. It seems pretty 
well agreed, however, that the pur- 
chase of a single machine will suf- 
fice to put him in the stoker business. 


Salesmen 


If the dealer already has a trained 
sales force—whether it consist of three 
men or thirty—there will be little 
need for him to hire additional sales- 
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men to take care of stoker business. 
Good specialty salesmen can be 
trained to sell stokers just as readily 
as another other specialty appliance. 
Some dealers, however, have found 
that in order to get the greatest con- 
centration on the sales end that the 
addition of a specialist to the sales 
staff is necessary. 

It is essential that the salesman, 
given a stoker line for the first time, 
receive some preliminary training. 
Most of the manufacturers have dis- 
trict sales managers and field super- 
visors in the various territories for 
that purpose and rarely is it necessary. 
to have salesmen visit the factory for 
special training. 


Service 
The same reasoning applies to 
stoker servicing. Field training 


schools for servicemen are included 
in the plans of most manufacturers. 
The average stoker produced during 
1936 will not present any service 
problems that cannot be handled by 
a reasonably competent service <de- 
partment of an electrical dealer. One 
manufacturer has a plan whereby 
both installation and service can be 
handled by a special contractor in 
each territory, appointed and trained 
by the factory. With this arrange- 
ment, which is not uncommon in the 
oil burner field, the dealer is left 
free to concentrate on selling. The 
consensus of opinion is that no spe- 
cial service man need be hired and 
that the stoker actually presents few- 
er service problems than even the 
refrigerator or the oil burner. 


Prices and Discounts 

Stoker prices vary up to $400 for 
the residential type of unit which is 
the only type we are especially con- 
cerned with here: The variation in 
price is due to the different sizes and 
capacities of the stoker. Capacities 
are rated according to the number 
of pounds of coal fed per hour. 
Thermostatic controls, relays and 
other accessories are additional. A 
nationally known brand of stoker for 
a medium sized house may be said 
to average around $250 in price. 

Discounts to dealers follow most 
of the standard practices found in 
other devices. They range from 35 
to 45 per cent depending, in some 
cases, on the type of dealer and the 
amount of effort that is put behind 


special stoker promotion. In most 
cases, the dealer's profits average 
about 40 per cent. 

Manufacturers 


There are probably over 200 man- 
ufacturers of coal stoking equipment 
in the United States and, obviously, 
it would be difficult to list them. 
Some of the more important include: 
Combustioneer, Inc., Springfield, O. ; 
Link-Belt Company, 2410 W. 18th 
St., Chicago; Holcomb & Hoke Mfg. 
Co., Indianapolis; Whiting Corp., 
Harvey, Inn.; Anchor Stove & Range 
Co., New Albany, Ind.; Domestic 
Stoker Company, 7 Dey St., New 
York City; Vodoz Coke Stoker Com- 
pany, Chicago, Ill.; Iron Fireman 
Mfg. Co., Cleveland, O.; Paragon 
Kolmaster, Co., Oregon, Ill.; Will- 
burt Co., Orville, O.; Finnell Ro- 
tary Stokers, Elkhart, Ind.; and 
Hershey Motor-Stoker Corp., 347 
Madison Ave., New York City. 
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VERY electric man should 
read the dynamic story of 


er business as told in Hotpoint’s 
new book of Sales Opportunities 
“Now is the Time”— just off the 
press. 


Every person in the industry, who 
is now old enough to shave, will see in- 
stantly that this new book dramatizes 
facts which point the way to surging 
new opportunities for those alert enough 
to take the tide of public opinion at its 
flood. 


Ask the Hotpoint representative in your 
district to show you this important new book 

or write today for your copy. Note espe- 
cially these vital facts which exist today: 


Low Priced Ranges — headed by the DORIAN re- 
move the price barrier and put electric ranges on a 
competitive price basis with fuel type ranges. 


Sweeping Public Acceptance — Read how surveys show 
that 30% of housewives know they want electric 
ranges — see how editors of women’s magazines and 
newspapers throughout the country reflect the swing 
in public opinion to electric cookery. 


New Home Bvilding and Home Furnishing Business 
Active. This new Hotpoint book shows how home 
building and home furnishing sales are increasing by 
leaps and bounds and gives you the tools with which 


Hotpoint has timed its Big 
to capture range business. 


Campaign to the psychological 
National Advertising — See how Hotpoint saw the 
“straws” in the wind, learned that now is the time 
for a big range and water heater campaign — and 
began advertising with color pages in the Saturday 
Evening Post, Ladies’ Home Journal, McCall’s and 
full pages in Good Housekeeping and Better Homes 


moment. Don’t delay. If you have 


with 


not seen this book—get in touch your 


Hotpoint representative at once. 


EDISON GENERAL ELECTRIC APPLIANCE CO., INC. 











and Gardens. 5612 West Taylor Street, Chicago, Illinois 
~ eetee ~——iaie 
— = alae 
THE VITAL STORY OF CALROD 
—Now the remarkable story of Calrod, Hotpoint's © 


Hi-Speed heating coil, is told to the public with Hotpoint is ready for 


color pages in the Saturday Evening Post. This fiom pas ig a 
is making the public realize that Calrod means owe * - 


most complete line of 
ts ook what Mazda : - 
» © ery a a Water Heaters in the in- 
means to Light. 


dustry. Learn about Hot- 


; | point's five exclusive fea- 
Right — Hotpoint’s Neu | 


DORIAN Range—a large 
39’ vange with full size —~ 
oven at a remarkably low 


price. ~~ 


tures which place this 
new and complete line 
far in the lead. 

















BaeCikec RANGES 


WATER 


HEATERS 





PAGE 31 









W. L. McCormick 


CHARLES BRIERS 


In Hinton, W. Va., with only 1,- 
637 users of electricity, Charles Bri- 
ers, salesman for the Virginia Public 
Service Co., Kelvinator dealers, re- 
cently sold 87 electric refrigerators in 
12 weeks, as compared with 37 units 
sold in all of 1934. Mr. Briers sold 
entirely under the Meter-Ator plan, 
providing for a small daily payment 
to be deposited in a meter furnished 
with the Kelvinator. 


ROBINSON AND LAYFIELD 
Atlanta, Go. 

HE Sales Department of the 

Georgia Power Co. is a high- 
powered affair—as we have had oc- 
casion to remark in these pages be- 
fore when chronicling some of the 
achievements of that organization 
They sold about $3,000,000 worth 
of electrical appliances in 1935 which 
should give you some idea of the way 
they go about things. In addition, the 
company have run up one of the 
highest residential kilowatt-hour con- 
sumptions per meter in the country 
—1037 kilowatt-hours average per 
year compared to a national average 
of 637. To be a high salesman in 
such a group, where competition for 
sales honors comes as natural as 
breathirig, is no little stunt. Above 
are presented the two men who led 
the entire sales organization of the 
company during 1935. They are 
Hall-of-Famers with a vengeance. 
First is Sirman Robinson of the Al- 
bany district of the company who 
sold a total of $40,310.66 worth of 
appliances during the past year—38 
per cent of all that were sold in his 
district. These sales included 87 
electric ranges, 117 refrigerators and 
60 electric water heaters—264 major 
appliances in all. Next comes O. 
H. Layfield of the Brunswick, Ga., 
district of the company who was a 
close runner-up in the competition 
with total sales of $37,545.68 worth 
of .appliances. Mr. Layfield’s sales 
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Gus W. Zurcher 


S. Robinson 


included 95 electric ranges 90 re- 
frigerators and 74 water heaters. We 
are indebted to O. M. Jackson, hard- 
hitting merchandise manager of the 
company for the records on these men 
and, as “Jim” Stafford, editor of the 
company’s “Sales Log” would put 
it, we say “Look ’Er Here!” 


JOHN R. JAMES 
} pom R. James, one of 35 outside 


sales representatives of the New 
Orleans Public Service, Inc., set an 
unusual record during the campaign 
on I. E. S. Study and Reading Lamps. 

During the period of the campaign, 
September 3, 1935 through October 
19, 1935, Mr. James sold a total of 
69 Study and Reading Lamps, which 
was the largest number sold by any 


_one sales representative. He was close- 


ly paced by E. F. Oulliber with 65 
sales; and it was interesting to note 
that the protedure followed by both 
men was systematic door to door can- 
vassing. 

Mr. James says, “A carefully plan- 
ned door to door canvass always yields 
good results. When the story of better 
light is properly told, all people are 
interested and a goodly number pur- 
chase the Better Light-Better Sight 
Lamp on sight.” 

It is obvious that in outside selling 
door to door calls are still basically 
sound, as Mr. James’s record indicates. 


Tie atin 
Hall of Fame 


Mrs. M. Baldwin 





J. R. James 


MRS. MATHILDE BALDWIN 


R six years Mrs. Mathilde 
Baldwin, of Montclair, N. J., has 
been selling electric refrigerators. For 
the last five years she has been a mem- 
ber of the Toppers Club, which is 
composed of the outstanding salespeo- 
ple in the General Electric organiza- 


fon. 

When she first started work for 
R. E. Babson, Montclair dealer, she 
was a bit dubious as to the value of 
cold canvassing. However, the second 
house she called upon purchased a re- 
frigerator. That gave her courage 
and proved to her that canvassing 
would bring results. After several 
years of successful selling, she has 
built up a customer list and from 
users she obtains many prospect leads. 
ane her first full year of selling 
her sales totalled $35,000. She keeps 
an accurate card index system of re- 
frigerator owners and of people whom 
she has sold and of those who do not 
own refrigerators. Thus she is able to 
call back, from time to time, on both 
users and non-users, to sell the former 
additional appliances or to try again 
to make an original sale to the latter. 
The card index gives her all informa- 
tion concerning the user or the pros- 
pect. She sold three complete G-E 
Kitchens last year. In each sale she 
arranged for a demonstration of the 
complete kitchen at the dealer show 
room at night when both husband an 
wife could be present. 





Charles Briers 


W. L. McCORMICK 


 pecnetahd sales of electric refrig- 
erators in the first 10 weeks he 
has been with the Economy Auto 
Stores, Inc., local Leonard dealers, 
is the record of W. L. McCormick. 
This record was established despite 
the fact that there are 10 deal- 
ers handling competitive makes of 
electric refrigerators in this city of 
65,000 people. 

Enthusiasm and hard work and the 
cooperation of J. F. Brown, Jr., man- 
ager of the momy store, enabled 
Mr. McCormick to make so many 
sales. A few days after making his 
record, Mr. rmick said: 

“Sales are still good and I expect 
them to hold good, even through the 
winter months. I have just closed one 
sale this morning, made a contact 
from which I will hear in a day or 
two,‘ and I have an appointment to 
close another sale at five o'clock 
today.” 


GUS AND FRED ZURCHER 
Hartford, Conn. 


ALESMANSHIP runs in the 

Zurcher family. Gus and Fred are 
brothers and salesmen for Modern 
Home Utilities, Inc., General Elec- 
tric refrigerator and home appliance 
distributors at Hartford, Conn. Both, 
too, are members of the G-E Top- 
pers’ Club—a distinction which has 
been won by no other brothers. The 
brothers Zurcher led their firm in 
sales volume for 1935. Their hon- 
ors are the more exceptional because 
Modern Home Utilities, Inc., is a 
state-wide organization. Gus Zurcher 
is a charter member of the Toppers’ 
Club, and he has ‘made” the club, 
which is composed of the country’s 
leading salesmen every year since 
1928. He has made seven trips to 
the Toppers’ annual convention-out- 
ings. Fred Zurcher, although he has 
not been with the company 2 long, 
established a high sales record last 
vear. ~ 
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» All signs, this year, show a clear road to the greatest profits ever made by Combustioneer 
dealers. @ It’s straight ahead to new sales records for this depression-proof product 
which led by a mile all appliance sales increases in 1935. © A few months ago we said 
“Combustioneer is going places.” Well, today Combustioneer 1S THERE—right on top of 
the greatest ready-to-buy market ever cultivated for merchandising.and specialty selling 
dealers. @ Today Combustioneer’s great plant expansion program—astonishing product 
superiority and dynamic all-season sales plans offer profit, possibilities too tremendous 


(Pre 
to be ignored by any merchandising outlet... @ And we will lay on the line a franchise 






twice as.much profit-per-volume as any other product you ever 
mis yours for a three-cent stamp. © Write today 


story that’s loaded with 
Wh 


sold. And the a of that sta 





to Combustioneer Division of The Steel Products Engineéring” Compa ringfield, Ohio. 


4 


Sluoneee 


HAulomalic Cal Bummer 





Combustioneer, Springfield, Ohio. - - - 1! am using a three-cent stamp. So it’s up to you to furnish the proof. 
Pe ek ee ae a ed oe ‘a Address irs ep-essactisashioshs Gehan abana leieiine im acadianddae eae 
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‘HE SAYS He Wants 





THE : 
American 


THE CROWELL PUBLISHING COMPANY...co.tier's, woman’ 
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ee « but why should he postpone pay- 
ment—again? 

Credit ? Sure, credit is a good thing. 
And credit customers on the whole 
make the big-volume buyers. But the 
profit comes from people who use 
credit, not abuse it. 

How to get more paying customers! 
That’s your battle today. And because 
no manufacturer can succeed unless his 
dealers do, your battle is his battle. 

Successful advertisers have hit on a 
simple and direct way of getting more 
of these paying customers for you. 
They use The American Magazine to 
reach the Diamond Market—people 
who have a long-established record 
for buying what they want and pay- 
ing for what they buy. 






HIGH 
INCOMES 





‘| to Postpone Payment 


Retail Credit Bureaus in 12 cities were 
requested to check The American 
Magazine readers, name by name, 
with no exceptions, against their files 
and report the answers to two all- 
important questions: Do these readers 
buy regularly? Do these readers pay 
regularly? 

The vote was an overwhelming 
“Yes.”’ Every credit bureau consulted 
found that The American Magazine 
readers are Good Prospects and Prof- 
itable Customers. 

Here are some of the typical reports: 

“Your readers would nearly all be 
classed as good customers by Hartford 
merchants . . . practically all of your 
readers here are charging regularly 
and paying regularly.’"—The Hart- 


THE 





AMERICAN © 
MAGAZINE 











IME COMPANION, THE AMERICAN 
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DIAMOND 
MARKET 








MAGAZINE, THE COUNTRY 











ford, Conn., Credit Rating Bureau. 

“Over 80% of your subscribers are 
consideredhighly desirable customers.” 
—The Retail Credit Association of 
Omaha, Neb. 

“.. . a remarkably high average 
of prompt-paying customers.” — The 
Merchants Association Credit Bureau 
of Kansas City. 

When you see a product that you 
carry advertised in The American 
Magazine, it means that the adver- 
tiser is deliberately telling h's story to 
your best customers, the responsible 
citizens in every community who buy 
regularly and pay regularly. An adver- 
tisement addressed to The American 
Magazine Diamond Market creates 
profitable business for you. 








Advertisers Who 
Use The American Magazine 
Talk to Paying Customers 
in Every Income Group 


Every one knows the shape of the in- 
come diagram. It’s a triangle. A large 
number of people with small incomes 
are at the bottom. A small number of 
people with large incomes are at the top. 

Investigations show that The Amer- 
ican Magazine audience forms a Dia- 
mond in the national income triangle. 
Its greatest strength is in the medium 
income section. It tapers off at the top, 
where there are fewer people. It tapers 
off toward the bottom, where there is 
a decreasing market for most nation- 
ally advertised products. 

But far more important than its 
shape is the character of the Diamond 
Market of The American Magazine 
readers. People who buy regularly — 
people who manage their incomes well 
— people who pay on the line. 
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_..As Women Discover 


SAV-A-STEP and SLID-A-TRAY 


SAV-A-STEP swings on its own hinges 
—or snaps instantly onto door. Turns 
rear space into front’ space, giving 


¥3 more easily-reached food 


SAV A-STEP lifts out easily with every A 


thing for a whole meal 








room 


Saves 
—-saves current wasted by repeated 
oyol tal iale MohMEa-tidle|-lasliola@ms(elels 


steps 


The hidden SLID-A-TRAY appears ata 
touch—holds almost a shelf-full of food 
ol Molt Meola Mei ha oleclolMmellolulellomtelale| 
shelving—frees hands for rearranging 





aMmolol"]alelelsla-Mo) Mila -Mal]ol-t Mel ah igey 4-11) 
dessert is ready in a jiffy with this im 
proved speed-freezer—the first with 


Telali-teMmolige)iclsl-@aello] Mm ae)l> ME delalice)| 


Two Stewart-Warner Seoops Head List of Hit Features 
That Are Smashing Sales Reeords for Dealers Everywhere 





LP—up 


ever the new Stewart-Warner is displayed! The 


up go dealer sales and profits wher- 
word’s out everywhere that the hot line this 
year is Stewart-W arner. Actual sales the country 
over are already more than double those in the 


bd ' 
same period last year! 


Why? Because Stewart-Warner gives you real 
improvements the housewife can see and under- 
stand and use—more of them than any other 
refrigerator so far introduced. There’s SAV-A- 


STEP 


the wonderful food rack that gives 1/3 





more easy-to-reach food space than other re- 
frigerators the same size. And SLID-A-TRAY 

the bigger. sturdier, hidden rearranging shelf 
that appears at a touch. And the huge, im- 
proved speed-freezer with the first lighted air- 
plane-dial freezing control. And many, many 
others that make sense the minute the prospect 
them 


sees 


without need of arguments or 
statistics. 

Dealers who got aboard early are cheering over 
their refrigerator sales right now. But it’s not 


too late to give your balance sheet a break. Let 
your Stewart-Warner distributor show you all 
the good news right now. Learn about the fea- 
tures—the optional 5-year protection plan 
the amazing economy facts that make this re- 
frigerator a hit with buyers. Then learn about 
the record freedom from service that lets you 
keep your profits after you make them—and 
the new finance plan that makes selling easier 
than ever. 


Stewart -Warner Corporation, Chicago, Illinois 


STEWART-WARNER 
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Bringing 


Cleaner Service 


Out in the Open 


HE vacuum cleaner business in 
many localities has fallen some- 
what into the background. Per- 
haps on the theory that everybody has 
a book (and a cleaner) and hence 
does not need another, dealers have 
been inclined to handle the line as a 
minor part of their business, farming 
it out to a concessionaire, or simply 


advertising “factory rebuilts” at spe- 
cial prices from time to time. 
Chas. D. Peters, Jr., of Los An- 


geles, however, believed that there 
was a real possibility in the cleaner 
field. He had served from six to eight 
years for another firm as specialist in 
this line and two years ago set out to 
prove for himself what could be done. 
The Peters Electric Company, located 
in the Santa Monica Boulevard dis- 
trict of Los Angeles, was the result. 

First of all, he set out to make his 
store recognized as unique in this 
field. He featured the vacuum cleaner 
repair business. Here, he reasoned, 
was the weak point in most sales set- 
ups. Vacuum cleaner repairs are real- 
ly a specialty job. Too often the 
householder whose cleaner went out 
of order—and whose did not occa- 
sionally ?—took it in for repair to the 
nearest hardware man or department 
store whose repair department may 
have known little more about the 
equipment than the householder him- 
self. They not uncommonly had no 
stock of repair parts and nrust fre- 
quently send back to the factory for 
help. In the case of old and obsolete 
machines, there was nothing for them 
to do but to advise the purchase of a 
new machine. : 

Mr. Peters meant to change that. 
He collected a wide variety of old 
cleaners as a preliminary to the open- 
ing of his store. These he recondi- 
tioned in his own shop for resale. 
At the same time he built up a wide 
assortment of repair parts for every 
make of cleaner. He outfitted his 
shop with the necessary machinery to 
make all necessary repairs—and then 
he put his shop in the display window, 
as it were. That is to say, he put it 
right out in the open in his main 
store. And lest this statement give the 
impression that he turned his shop 
into something resembling a junk deal- 
er's, let it be said at once that part of 
his theory was to prove to customers 
that repairs can be handled in a mod- 
ern scientific fashion. His workmen 
wear smocks at their tasks and work 
at a well lighted, unlittered bench. 
The messier parts of the job, such as 
the paint spray and the buffer are lo- 
cated in a closed shop in the rear, not 
open to general public inspection. Al- 
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Charles D. Peters, Jr. 
of Los Angeles 
believes in doing away 
with the mystery 
surrounding vacuum 
cleaner repairing— 
in his shop 
the customer can see 
the job done 
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Vacuum cleaners are prominently 
displayed in the window of the 
Peters Store at Los Angeles, Cal. 


though even this portion of the shop 
is kept in an orderly fashion. 

The man who brings in a cleaner 
for repair sees it turned over to the 
laboratory worker at the bench, who 
inspects it as the owner watches to 
determine what is wrong and the cost 
of repair. The bench which the owner 
sees is provided with the necessary 
test boards to determine shorts in 
cords, also a growler to check shorted 
out armatures. Here also is an arbor 
press, which is used to press out bear- 
ings and which saves many a bearing 
plate and end bell housing which in 
former times was broken due to the 
common use of a drift punch and 
hammer to get the bearing out. 

¢ tools are kept on a separate 
bench on rollers, allowing the 
mechanic to have his complete set, of 
tools along with him in any part of 
the shop he may be. A Quick Change 
Gear lather located in one corner 
makes it possible to turn out any spe- 
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Here, in the center of the store, the customer can watch the 


cleaner repair service function and get an estimate of the job. 





Various makes of cleaners are on display in the shop at all times. 


cial fitting v uch cannot be purchased, 
and also is used for the trueing of 
armature commutators. 

When he felt that his shop was 
completely outfitted to render special- 
ized service, Mr. Peters started out 
to accumulate business. He deter- 
mined at first to concentrate on hotel 
and apartment house prospects. Every 
hotel and apartment house uses clean- 
ers—some of them several cleaners, 
which are in almost constant use. 
This means that they get out of or- 
der sooner than the ordinary house- 
hold instrument and that they have 
to be replaced from time to time. The 
Santa Monica Blvd. location was a 
strategic point from the standpoint of 
this business for it is right in the 
heart of the apartment house district. 
Mr. Peters put an ad in the “Hotel 
Greeter’’—and then he went out and 
made personal calls. Soon a business 
was well established which promised 
to give steady work to the repair de- 
partment and to provide a nucleus for 
sales of new equipment from time to 
time. 

Sales to private individuals fol- 
lowed in due course. People saw the 
store and came in; they learned to 
know Peters and they thought of him 
when they needed vacuum cleaner 
service. One of his theories was that 
it pays to make friends—friends in 
business and friends outside of busi- 
ness hours. He believes in being a 
good citizen, in joining the church, in 
going to the lodge, in singing in a 
choir. All of these contacts make him 
known. And once his friends have 
tried his service, he knows they will 
report it to their friends. 

He specializes in speed, which is 


often of the utmost importance—as 
wvhen, for instance, an apartment 
house cleaner is temporarily out of 
commission in the midst of a clean- 
ing job. Promptness in calling for a 
repair job and the fact that almost 
everything can be handled in the shop 
without sending away for parts or 
service make speed possible. 

Repair work still makes up 75 per 
cent of the business. He gives a sia 
months’ guarantee on all repair jobs. 
In this connection, he has found it of 
value to stamp a number permanently 
into the metal plate of the machine, 
which number also is used in keeping 
all records of work in the shop. Then 
when a job is brought back either 
to claim service under the guarantee, 
or for other repair work later on, he 
is able to locate at once a full record 
of the work done previously. This has 
proved much more effective than fil- 
ing the jobs under the names of own- 
ers, because, particularly in the case 
of apartment house or hotel work, 
the names given may not be the same 
on succeeding occasions. 

The sale of rebuilt machines, com- 
pletely refinished in his own shop, 
make up another important part of 
the business, not to overlook the new 
vacuum cleaners which are his main 
line. One job and one part of the 
business leads to another, which fact 
has led him recently to add radios 
and washing machines to his stock. 
Washer repairs are a specialist’s job 
also, and he hopes to build up a stock 
of repair parts and to make his shop 
as well known for washing machine 
rebuilding as it now is for vacuum 
cleaners. 


And there’s no doubt he will. 
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Unusually appealing floor display 
in modern design. Realistic Sculp 
tured food models in natural col 
ors will demand instant attention. 





Factories and Branches: 





























New Nesco Table or Counter display. 

Brightly illuminated, hand colored pho- 

tograph conveys quickly lasting impres- 

sions of tempting food prepared in 
Nesco Roastmaster. 


-- they ll sell 
ROASTERS if 


properly displayed 


LACE these display stands before your customers! They're 

unfailing “traffic stoppers” — irresistibly appealing, tempt- 

ing, in sculptured food models, in natural color photography. 

Here is display value at its best and most potent. Here is also 

silent but realistic demonstration of the delicious foods that 
only the Nesco Roastmaster can produce, 


The New Roastmaster 
With the addition of its new In- 
sulated Stainless Steel Cover, 
Re-designed Thermostat with the 
new One Lift Pan Set—the New 
Roastmaster offers even greater 
beauty, efficiency, economy and 
convenience to home cooking. 


Give the 1936 Roastmast- 
er effective display on 
your own sales floor and 
counters! There are great 
profits ahead for the tak- 
ing. Enjoy the advantage 
of the New Nesco Silent 
Salesmen, backed by a 
truly great promotion 
campaign for 1936. Dis- 
tributed through leading 
jobbers. . . We'll be glad 
to tell you more about it. 


NATIONAL ENAMELING 
AND STAMPING COMPANY 


Executive Offices: 270E N. TWELFTH STREET. MILWAUKEE, WISCONSIN 
MILWAUKEE 
BALTIMORE — PHILADELPHIA — GRANITE CITY, ILL. 


— CHICAGO — NEW YORK — 





ft’s HARD 0 Sell S 


Next to knowing, from personal experience, 
the appliances you are selling, it’s a good 
thing to know the people you are trving to sell 


N the life of every salesman 
| marches a procession of acquain- 

tances, often casually made, and 
usually soon forgotton. Perhaps you 
remember someone you thus met and 
in later years this person became your 
best friend. How many times have you 
wished, under such circumstances, that 
you had known this friend intimately 
frem the beginning! 

Or possibly you recall having con- 
tacted a prospect who did not seem 
particularly interested in what you had 
to sell at the time, and you decided 
it wasn’t worth while to make the 
necessary effort to complete the sale. 
The grass seemed so much greener on 
the other side of the pasture. To your 
surprise some competitor who contact- 
ed the customer later came away with 
a sizeable order. Probably he had the 
inside track, or was a relative. Any- 
way it was a tough break. 

But the chances are two to one 
that the other salesman cultivated the 
first meeting with the prospect into 
a relationship so cordial that the pros- 
pect ceased to be a stranger, and there- 
fore listened with greater confidence 
to his story; a confidence greater than 
you were able to instill with your 
more limited acquaintanceship. And 
then, if you had investigated, you 
would probably have found out that 
the other salesman had that ring of 
conviction in his voice that comes only 
from an intimate personal experience 
with the appliance he was selling. In 
his case he was talking about a friend 
and to a friend. 

Cultivating your “suspects” into 
prospects is a fundamental first step 
in building up a list of probable buy- 
ers, but there is a second step of even 
greater importance if you, as an appli- 
ance salesman, are to reach toward 
the top in the ladder of sales success. 
You must cultivate your prospects into 
friends; friends who accept your ad- 








vice and who do not later regret hav- 
ing placed their confidence in you. 
This second step takes more time than 
the first, and is infinitely more’ valu- 
able to you, it builds up for you a 
clientele. 

But pity the salesman even more 
who is trying to sell appliances that 
are strangers to him. He enters into 
a discussion with fear and trembling, 
hoping that the prospect won't ask 
him questions he hasn’t the answer to, 
and heaving a sigh of relief when fin- 
ally he gets into the good old open 
air once more. Not so with the sales- 
man who literally Jives with his 
wares; he snows that when the sub- 
ject of electric refrigeration comes up 
he will be inaster of the situation. He 
can intelligently and accurately pre- 
sent the story of economy because last 
week his wife showed him where she 
had saved $2.35 by taking advantage 
of the Saturday bargain prices in buy- 
ing groceries for a week in advance in- 
stead of buying just the week end 
requirements as she used to have to 
do before they owned an electric 
refrigerator. And he remembers too 
the delicious dishes made from left- 
overs—leftovers that always had to be 
thrown away in the old days of widely 
fluctuating temperatures with ice. Ex- 
perience enables him to draw a vivid 
word picture of the many conveni- 
ences of electric refrigeration; the 
time saved in preparing foods for 
cooking, in cooking larger quantities at 
one time, in entertaining, and in being 
always ready for unexpected guests. 
His story of the safety of electric re- 
frigeration is more impressive because 
he is keenly aware of the constant pro- 
tection to. the health of his family 
that the lower and more even tempera- 
ture of electric refrigeration brings. 
One does not hesitate or stumble 
through a eulogy to a tried and prov- 
en friend! 
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“YOU FORGOT TO TURN OFF THAT 
MURDER PROGRAM LAST NIGHT" 
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What an advantage it is to the 
salesman who knows from daily ex- 
perience the fuller flavor of vegeta- 
bles and meats prepared in the oven 
or thrift cooker of an electric range 
as compared with the taste of the 
same vegetables and meats shrunken 
and flabby as they come from old 
fashioned flame cooking devices where 
the food value goes down the sink 
in the form of “pot liquor” or rises 
in the form of steam from the vent 
pipe of a flame heated oven. He does 
not have to remember a printed page, 
he has the inspiration of a vivid re- 
collection of the “before and after” 
comparison in his own home to lend 
verity to his presentation. Electric 
cooking is no stranger to him. 

To every appliance salesman in 
the late summer months of the year 


there comes a certain sinking feeling 


in the region of his diaphragm as he 
contemplates the lean months ahead 
if he has been concentrating on elec- 
tric refrigeration and electric cooking 
sales, for the “season’’ is about over. 
A little flurry of business before 
Christmas, and then seemingly endless 
wait for the urge to modernize that 
spring habitually brings to the house- 
wives of America. 

Fortunate is that salesman whose 
wife or mother goes through the 
wife or mother goes through the win- 
ter with hands that are soft and white, 
without hang nails or chapped skin; 
those tell-tale signs of old fashioned 
dishwashing. If there ever was a 
wintertime selling appliance it is the 
dishwasher, ending forever the ring- 
around-the-rosie of colds and grippe 
that every home enjoys where spoons 
and forks, cups and glasses, are chipped 
and broken while being dropped and 
sloshed around in that warm culture 
germs we know as dishwater. The 
laboratory technician in a great hos- 
pital looks through his microscope at 
a smear on a plate of thin glass and 
sees countless germs squirming and 
multiplying in a prepared solution no 
more favorable as-a breeding ground 
than the film of food particles left 
on the surface of dishes and silver- 
ware so thoughtlessly wiped “clean” 
by the average conscientious housewife 
who little dreams that she has spun 
the wheel of chance that may bring 
sickness or even death to a loved one 
at the next meal. “But I always pour 
scalding water over my dishes, and 
I use a clean dishtowel every day” 
says the unbelieving housewife. “Then 
why wash your dishtowel” says the 
salesman ‘who owns a dishwasher, as 
he prepares to do that family the 
greatest favor ever rendered by an 
electric appliance sales specjalist. The 
salesman to whom the dishwasher is a 
stranger will end the conversation as 
quickly as possible and probably apol- 
ogize for daring to infer that the 
prospect's method of washing dishes 
is not the last word in sanitation, and 
he’ll never get to the story of time 
saving, and conservation of hot water, 
to say nothing of eliminating the dis- 
agreeable task of hand washing of 
pots and pans. 


| 
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THE FIRST DUTY OF 


@ If you listen carefully you may be able to 
hear the poem that our, friend X Tracted 
Calorie is reading to his pals. It has a familiar 
sound, strangely like one we used to know. 

This is the way the little poem starts off: 
Walls do not a prison make... 

We never listen beyond the first line, our- 
selves, because it makes us start thinking 
about Alcoa Aluminum, and ali the refrig- 
erators in the country using Alcoa Aluminum 
for ice cube trays and grids. 

We understand that the rest of the poem 


goes on to relate that the walls of an ice cube 


TRAYS I'S TO FREEZE 





Calones have a Favorite Poem 


tray are no prison to a Calorie, if the walls 
(and the grids, too) are made of Aluminum. 

Which is to say, in scientific language: 
Aluminum has high heat conductivity. 
Calories get out of the water faster. Ice 
cubes freeze quicker. And consequently it 
costs less to freeze them. 

Prospects were never more interested in 
operating costs, and in speed. It is to your ad- 
vantage to point out the Aluminum Ice Cube 
Trays in your refrigerator as one of its real 
economies. ALUMINUM COMPANY OF AMERICA, 


2160 Gulf Building, Pittsburgh, Pa. 


FAST 


ECONOMICALLY 





ALCOA 
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+ eYES, MADAM, 
VOSS with ITS 
FLOATING AGITATOR 


‘QUTMODES” aut 
OTHER WASHERS. 














Present-Day Washing Problems demand 
Modern Washing Methods — that will 
wash clothes quicker, cleaner, with less 


wear, and greater efficiency. 


The VOSS Way 
is the Modern Way 


Only VOSS agitates the clothes at the 
surface of the water where the suds 
are cleaner and the water hottest — 
with the result that large washings can 


be done better and more quickly. 


VOSS Dealers can easily out-demon- 
strate all competition with the VOSS 
Exclusive Hand-Washing Method, Large 
Washing Capacity, and the VOSS Safe- 
ty Wringer which demonstrates Safety 
Tests that others would not dare to 
attempt. 


WRITE TODAY FOR SURE- 
SALE AND PROFIT PLAN 


The VOSS Electrically 
Protected Safety Guard 
W ringer is now Stand- 
ard Equipment on all 
Models (including Gas 
Engine Models). 


VOSS 


VOSS BROS. MFG. CO. “!swe™" 
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Coley Bros., Memphis, 
didn’t wait for customers 
to come in to see them 








other day was a cartoon by Peter 

Arno which pictured a polite old 
couple seated in a rowdy night club. 
The proper old lady was saying to her 
husband, “Don’t look, but I think a 
man is about tc hit you over the head 
with a bottle.” 

You may not think it proper to go 
away out on Mississippi Avenue in 
Memphis, Tenn., and look at what 
Coley Brothers are doing in the way 
of selling electrical refrigerators. The 
plate glass fronts of downtown stores 
where refrigerators have “won accep- 
tance” are a lot more polite, but the 
fact remains that-Coley Brothers, and 
firms like them, are likely to hit the 
electric dealer over the head with a 
bottle if their methods are ignored. 
For Coley Brothers entertain no illu- 
sions about refrigerators being over- 
the-counter merchandise. Last year 
when Wayne Spinks, Norge distribu- 
tor in Memphis, counted noses, he 
found that the coarse ideas of Coley 
Brothers had moved 62 Norges. In 
1935 they sold 35 Grunows and 25 
in 1933, so it wasn’t just a fluke. 

It’s an old winding Civil War road 
you have to travel to get to the bend 
where Coley Brothers have their 
hardware store and filling station. 
The spot isn’t even a good one. In- 
side the store there can be found 
everything from stick candy to pocket 
combs. 

“We heard that electrical appli- 
ances were selling,” said R. E. Coley 
who runs the business. “So did E. H. 
Ellis, a retired Frisco engineer: who 
proposed that we carry refrigerators 


|: the New Yorker magazine the 


The outside salesmen never mess with the stick candy 
and mousetrap trade, R. E. Coley says. 


Above — No location, no advertising, no show windows, 
yet the store does a fine refrigeration business. 


and let him canvass for sales. At the 
start he had some acquaintances and 
built up a clientele from them. We 
don’t get 10 per cent of our leads from 
people who buy gasoline or come into 
the store. It’s just plug, plug, plug, 
all over town. 

“TI thought cold canvassing was out 
of style,” remarked Electrical Mer- 
chandising’s representative. 

“What would you think of cold 
canvassing if I told you that my 
brother’s wife, Mrs. W. O. Coley, 
sold 35 refrigerators that way in 
1935?” asked Mr. Coley. “She lis- 
tened to the presentation, got the an- 
swers to a lot of questions she wanted 
to ask as a housewife, and went to it. 


Wayne Spinks thinks her record 
leads the South for a woman.” 

Neither Ellis or Mrs. Coley vt’ 
work in the hardware store, whic 
was started some fourteen years 22°: 
Members of the firm are abetted bi 
a Memphis acquaintance which dates 
back to 1865. Today the volume 
the business is about one-fourth from 
refrigeration, one-half hardware, a4 
one-fourth gasoline and oil. So ¢ 
couraged are the Coley Brothers tha 
they have taken on ABC washers a 
radio—and are selling them, ™ 
through slick show windows and 4 
vertising, but by plugging over 
muddy highways and byways 
Memphis town. 
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MonEL METAL is LOPS... 


with all of these Electric Ranges ! 





"Ww ALDORF” 
by Elect romastef 


~~ 


“MARION” 
by R utenber 





THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y 
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TILITIES and appliance dealers, always 
alert to the home owner's preference, fea- 
ture electric ranges topped with Monel Metal. 
This home owner preference has been built 
by years of continuous advertising in national 
magazines, and increased by the trouble-free 
performance of Monel Metal equipment of all 
sorts in thousands of kitchens. 

Solid metal through and through, with no 
coating to chip, crack or wear off, a Monel 
Metal work top goes triumphantly through the 
drudgery of the kitchen . . . but never looks 
the drudge. Monel Metal retains its glear’ 
beauty, even through long years of abuse . 
heavy pots and pans. 

When you specify Monel Metal work tops 
for the ranges you sell, you add a very definite 
sales inducement. For women who know, pre- 
fer Monel Metal . . . and most women know. 

Send coupon for free display cards, to use 
on the ranges with Monel Metal work tops 
now on your floor. 


THE INTERNATIONAL NICKEL Co., INC., 
67 Wall Street, New York, N. Y. 


Kindly send me of your free DISPLAY 
CARDS, for use on Monel Metal topped ranges. 
NAME 
COMPANY 
ADDRESS 
CITY 
EM 4-36 
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Photograph Courtesy of Gimbel Bros., Pittsburgh, Pa. 


N OCTOBER |, 1934, this General Electric Washer started 
operation on the floor of Gimbel Brothers, Pittsburgh. Since then, it 
has operated every day continuously from 8:45 A.M. to 5:30 P.M. 
and on February 20, 1936, had completed 3,985 hours of work. 


Durfng that time, one adjustment was made — and that was a 
minor and external adjustment. No appreciable wear has occurred. 
The washing action is still quiet. It is still an efficient washer . . . after 
the equivalent of 40 YEARS' AVERAGE USE IN THE HOME! . 


Exclusive on” unequalled manufacturing ability, and the Gen- 
eral Electric long-life mechanism make possible this remarkable exhi- 
bition of durability. 


No wonder dealers everywhere hail G-E Washers as the best! No 
wonder there are thousands of enthusiastic owners. And no wonder 
General Electric Home Laundry Eq::ipment Dealers are doing more 
washer business this year than ever before! 


ON TRIAL FOR LIFE! 





General Electric Company 
Appliance and Merchandise Dept. 
Bridgeport, Conn. 
Please send me information on why G-E Home 
Laundry Equipment Dealers make money. 


Don't miss out on a good 
thing. Talk to any G-E 
Dealer. See his enthusi- 


asm about the “Old 
Timer” Discovery Drive Dealer 
—and send in the cou- ee 
pon today. Address 
City State 











GENERAL @ ELECTRIC 


HOME LAUNDRY EQUIPMENT 


APPLIANCE AND MERCHANDISE DEPT., 





GENERAL ELECTRIC CO., BRIDGEPORT, CONN. 
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in bright yA 
salesmen of the 
McKelvey - Coats 
Furniture Com- 
pany in Birming- 
ham, Ala., got 
tired of waiting 
around for pros- 
pects—now a $300 
trailer keeps them 
busy signing re- 
frigerator and 
washer orders. 


N electric refrigerator store on 
wheels has provided a short 

cut to increased sales for two 
salesmen of the McKelvey-Coats Fur- 
niture Company, Birmingham, Ala. 
The rolling store consists of a 15% 
foot trailer on which are mounted 
six refrigerators gf varying sizes and 
models. This traveling display equip- 
ped with loud speaker enables the 
salesmen, John Shugart and Joe Goff, 
to work towns and communities with- 
in a radius of 40 miles of Birming- 





Interior view of the trailer. Each 
refrigerator is mounted on a one- 
foot platform and regular car cards 
are carried on the walls. Linoleum 
covers the floor. 







































Copy of newspaper 


ad which announces 
that “If you can’t come 
to the store, we'll 


bring the store to you. 


ham, carrying the merchandise to the 
prospect’s door step. They can thus 
get out where the competition is not 
so keen and the sales saturation is 
not so heavy. 

“Early in the year we began work- 
ing the outlying mining villages but 
in the absence of the real merchandise 
we found that all we had to sell was 
a picture,” said Mr. Shugart. “In 
the city, prospects can be induced to 
come down to the store, but often 
a salesman spends a lot of time and 
exhausts his patience before he can 
get the husband and wife down at the 
same time and get them on the dot- 
ted line. With out-of-town solicita- 
tions it is of course not practical to 
bring the prospects into the store, 
so we decided to carry the refrigera 
tors with us. 

“We found a suitable trailer which 
we could purchase for $300. The 
idea came to us to sell advertising 
space on the trailer to the three dis- 
tributors whose products are handled 
by the store, but one distributor 
agreed to take all the space and de- 
fray half of the cost of the trailer 
provided we would carry along only 
his make of refrigerators. “With this 
brightly painted outfit and a public 
address system we ‘take’ the small 
towns like Caser took Rome. After 
circling the town a few times, making 
our presence known, we park some- 
where in the shade and uncouple the 
car from the trailer. One of us takes 
the car and rounds up prospects while 
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JOE GOFF 
and 
JOHN SHUGART 


two enterprising 
salesmen who con- 
ceived the idea of 
working the outly- 
ing provinces carry- 
ing refrigerator 
models along to 
show. 


the other stays with the trailer: and 
attends to the closing. By the use of 
an extension cord we can connect up 
with a light socket, thus lighting up 
the trailer and providing current for 
a radio and electric fan. We can even 
connect up the refrigerators if desired 
by a prospect. 

“Included in our 2,200 pounds of 
electric refrigeration is a lift-top mod- 
el, which we carry along to meet com- 
petition from the utilities. However, 
the chief use it serves us is as a desk 
inside the trailer on which to fill out 
contracts. We are selling larger boxes, 
a six foot size being in popular de- 
mand. A washing machine is also car- 
ried along. 

“With this setup we can sell pros- 
pects on the spot or else forget them. 
We are not put off by the excuse 
that ‘I will come down to the store 
tomorrow and look at the various 
models.’ As all salesmen know about 
75 per cent of those who promise to 
come to the store never arrive al- 
though much time is wasted waiting 
on them. We can close prospects while 
they ‘are in notion. As a rule there 
are no other salesmen around to mud- 
dle their minds. 

“As a matter of psychology we find 
that the men do most of the buying 
in the mining villages with the asser- 
tion that their wives will be satisfied 
‘with anything I buy.’ We make it 
our business to be at such places dur- 
ing a change of shifts, so that we 
catch the men coming and going 
from work. 

“We find on our rounds that most 
families want a refrigerator. It is a 
matter of showing them how they can 
afford to pay for it. A story of elim- 
inated ice bills, food savings and low- 
ered electric rates usually brings them 
around on this point. 

“As our rolling stock of refrigera- 
tors are bolted down for safety in 
traveling, we make no deliveries from 
the trailer, even where all cash pay- 
ments are made. Most boxes are sold 
on terms and delivered by the store 
in the usual way after the customer’s 
credit rating has been checked. We 
call back on these towns about every 
two weeks and see our satisfied cus- 
tomers for other prospects. As a mat- 
ter of fact those interested usually 
flock to our car.” 

During 1934 McKelvey-Coats Fur- 
niture Company sold $23,000 worth 
of electric refrigerators, but for 1935 
with six outside salesmen it has a 
quota of $100,000 worth. Actual sales 
for the first four months of 1935 were 
$26,000. E. H. Abernathy is manager 
of the radio and refrigerator depart- 
ment. The plan is now to put an- 
other traveling display of refrigerators 
into service. 
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This majestic Sequoia of California has 
survived nearly 40 centuries, under 
the enduring Protection of its bark. . . . 
Nature also endowed a certain alloy 
with a sort of metallic bark, for pro- 
tection. This alloy is Chromel, used 
for heating-elements in good devices. 
The “bark” is a thin, dense, tight 
skin of oxide which permits Chromel 
heating-elements to endure the de- 
structive action of air on hot metal. This 
protection gives Chromel long life. 
And then Chromel, in turn, protects 
the good-will of the manufacturer who 
uses it in devices that bear his name. 
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THAT MADE ELECTRIC HEAT POSSIBLE 
























































Your judgment is good, therefore, 
when you invest your money in de- 
vices that are Chromel equipped. It is 
well for you to know that these heating- 
element alloys are hard to make. A 
quality that is uniformly good is elu- 
sive, except to mature and experienced 
hands. As the discoverers, and first 
makers, of these nickel-chromium 
alloys, throughout the intervening 28 
years, we have learned much about 
them. ...Chromel makes good devices 
better... . (Send for our Heating Unit 
Calculator, Form KE). . Hoskins 
Manufacturing Co., Detroit, Michigan. 
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use by mechanical refrigerator sales organizations. 

You could hardly hold the position you do in 
the appliance world without being informed on 
the ability of modern air conditioned ice refrigera- 
4 tors to do anything that a mechanical refrigerator 











Electrical 
Merchandisin 


I. q % No. 
_— a can do (except possibly frozen desserts) and do it 

L. E. MOFFATT HOWARD EHRLICH H. W. MATEER even better. An article of this type which is based 
Editor Vice President Meneger on a comparison of the performance of an obso- 


lete type ice refrigerator and the performance of 
a present day mechanical hardly seems to be a fair 
thing to make available for possible misuse under 
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It’s a Crime to Buy 
Too Cheap 


That, in effect, is what the Federal Trade 
Commission tells Sears, Roebuck. The Commis- 
sion has ordered the Goodyear Tire & Rubber 
Company to cancel its contract with Sears, claim- 
ing that the price differentials which the mail 
order house enjoys ranging as high as 35 per 
cent—constitute a restraint of fair competition. 

Undoubtedly there will be an appeal to the 
courts, which is right and proper, so the final an- 
swer lies in the future, but it is interesting to 
speculate upon what might happen should the 
courts uphold the Commission. 

It would mean, we believe, that every major 
item in the catalogs of mail order houses and in 
their branch stores would sooner or later come 
under a similar ruling including electrical ap- 
pliances. 

“Sweet music! Let me dream on,” says the in- 
dependent dealer. “This is too good to be true, 
but you can't arrest me for wishing, can you?” 

Cancellation of price - concession contracts 
which reach such limits that, as in the Goodyear 
case, they not only rip the guts out of the trade, 
but lead to labor conditions which are deemed 
unbearable and result in strikes, would undoubt- 
edly be a good thing all around. They will be a 
good thing for Sears if the order is upheld by the 
courts, and for the manufacturers who supply 
dears. 

Purchasing power, like political power or mili- 
tary power can arrive at a point where the ele- 
ment of restraint and the threat of annihilation 
enslave men’s minds. This is not good. We be- 
lieve, as the Federal Trade Commission ruling 
implies, that it’s a crime to buy too cheap. 


Salesmen on Relief 


The prime necessity of a well-functioning prof- 
itable appliance operation is man-power—well- 
trained specialty appliance salesmen. It would 
appear, that with the still-impressive figures on 
unemployment which confront us daily from the 
front pages of the newspapers, that the avail- 
ability of this man-power might be taken for 
But another element disturbs the pic- 
ture—relief. 


granted, 

A single illustration reveals the condition. 
David M. Cook, the aggressive manager of the 
appliance division of Pomeroy’s department store 


in Reading, Pa., opened, recently, a new and 
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enlarged electrical appliance department. He 
instituted a thorough training course for retail 
salesmen—and then found a shortage of good 
men. He did not want door-bell pushers, drift- 
ers or men with a depression complex. He knew 
that intelligent, industrious young fellows, prop- 
erly trained, would make and were making de- 
cent incomes selling appliances. He advertised, 
first in the usual fashion and, finally, with a two- 
column ten-inch ad headed “Attention! 40 Sales- 
men Wanted!” The men were to be trained, 
would have to do no canvassing. The appliances 
to be sold were ranges, refrigerators, water heat- 
ers, washers, ironers and radio. 

The results of the ad were so disappointing that 
Mr. Cook decided to do a little investigating. 
He did not have to look far for the reason. The 
type of men he wanted were on the local relief 
rolls by the hundreds. WPA was providing the 
money and the men were unwilling to forego a 
sure $15 a week from the government to take 
what they thought to be a chance at earning $25, 
$50 or more a week. In some cases it had taken’ 
many of the men a year or two years to get on 
the relief and they felt they would be jeopardiz- 
ing their position to take a chance at regular 
employment. 

Perhaps the appliance business is not entirely 
blameless for the condition revealed here. Cer- 
tainly some of the types of men that have been 
hired and fired in rapidly shifting crews in the 
past would hardly be likely to impress a man 
looking for dignified, secure and remunerative 
employment. We know that a lot of that con- 
dition is now a thing of the past. We know 
that nationally advertised appliances, soundly and 
readily financed, are on the wanted list of the 
country’s housewives. But the impression ap- 
parently remains. 


LETTERS 


To the Editor: 

The writer has been a subscriber to your publi- 
cation for quite some time and even though his 
field is a competitive one has reaped a great 
amount of benefit from the merchandising plans 
and methods presented in each issue. 

I realize that it is almost next to impossible 
for any publication specializing in one particular 
field to go on month after month without occa- 
sionally stepping on somebody's toes. I do feel 
however that the article in your January issue 
entitled “Kansas Proves Refrigerators Save 
Money” is one which most certainly invites mis- 


the prestige of your publication. 

In a recent talk before one of the state ice as- 
sociations, yours was one of the magazines which 
] recommended as a means of being abreast of the 
times in appliance merchandising. It is unfortu- 
nate therefore that I find such an unfair compari- 
son being made between the two forms of refrig- 
eration. 

On reviewing this article you will note, first of 
all, that the depreciation on the electric refrigera- 
tor is based on an estimated fifteen year life. This 
is almost double the period of economic operation 
which was estimated in a recent issue of “Electric 
Refrigeration News”. Most certainly if this long 
a period is used in any comparison there should 
be some item for upkeep and repairs. There are, 
of course, exceptional cases of years of operation 
without a cent for repairs but this comparison 
does not even include the necessary cost of re- 
charging the unit during this long period of usage. 

As far as the ability of a modern ice refrigera- 
tor to hold the same quantity of food as a present 
day mechanical outfit and to preserve that food for 
as long a period of time without destruction of 
the original. juices and flavors, I believe your own 
knowledge of refrigeration would bear me out 
in my statement that it is impossible to save one 
thin dime on shopping time, quantity purchases 
and other badly overworked items through the use 
of a mechanical over a present day ice refrigera- 
ore 

The ice industry, at any time, will welcome a 
comparative test made by your publication under 
any conditions you select between a new 1936 air 
conditioned ice refrigerator and the best that our 
electrical competition has to offer. If such a com- 
parison was made neither faction could resent 
publishing the results. Any time you might be 
interested in collecting more accurate statistics 
on the subject of ice refrigeration 1 should be 

more than glad to see that you are amply sup- 
plied... 
JoseruH O. Wixson, 
Director of Merchandising, 
Ranney Refrigerator Company, 
Greenville, Mich. 


To the Editor: 

For the past fifteen or twenty years we have 
been trying to sell the idea to architects, building 
contractors and the public that places to connect 
portable lamps and appliances should be labeled 
“Convenience Outlets.” 

Most building contractors and most people 
think of what we call “Convenience Outlets” as 
base plugs. 

Is it not a fact that all people have agreed 
that the thing on the end of a cord—whether it 
be to connect an appliance or a portable lamp 
speak of that thing as a plug. 

Then, why should we not discontinue speaking 
of “Convenience Outlets,” and talk about “Plug 
Receptacles.” 

Sincerely yours, 

J. E. Nortu, President, 
Electrical Leaguc, 
Cleveland, Ohio. 
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@ Put this April window display to work for you in your store 
window this month and you'll find it will build sales for Edison 
Mazpa lamps. Display is one of the three vital points of General 
Electric’s 3-Point plan for bigger lamp profits the year ‘round. 


Advertising is another big Profit-Point ... and during April, 20 
great magazines carry more than 31,000,000 advertising impres- 
sions to your customers... urging them to buy the kind of lamps 
that stay brighter longer. 


Profit-Point Three is Merchandising. April should be “Junior Sales- 
men’s” month in your lamp business. In your neighborhood there 
are a number of energetic youngsters anxious to earn some spare 
money ...and possibly win a prize. They can sell lamps for you at 
your customers’ homes. Pay them a small commission, offer several 
prizes for the boys who sell the most lamps, and the results will 
surprise you. Cash in on this Three-Point plan! General Electric 


Company, Nela Park, Cleveland, O. 


EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 
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THIS OUTSIDE DISPLAY 
MAKES SALES INSIDE ! 










is Sake use Edi . 
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stay brighter longer = 







Use a cut-out or reprint 
of this altractive April 
magazine ad on your 
counter. 11 lies in directly 
with the window display 
... both urge customers to 
use more light lo guard 
young eyes. 
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ITS MORE THAN A CATALOGUE... 


IT’S A SALES MAKER 


Send for it now...use it...let it help 
you sell more electric ranges 


Here it is— ready to go to work for 
you! The big new catalogue of the 
dramatic new 25th Anniversary Estates 
32 pages — giving all the details, de 
scribing all the new and different fea 


tures that take the trick out of electric 


cookery. 32 pages— profusely illus- 
trated with human interest “action” 
photographs, and full-page pictures 
which show these super-modern, super- 
smart Estates at their sparkling best. 
Just what your salesmen need to bring 
out the best points of the new Estates 
— to bring up their sales. That’s why 
you'll want to write — right now — for 


your copy of Catalogue No. 108. 


THE ESTATE STOVE COMPANY - HAMILTON, OHIO 





increasing 


Sepuane Model- 





Send for compl te infor- 
mation on Sepco Heat- 
ers—the profitable line, 
quality merchandise, 
with an established ac- 
ceptance. New portfolio 
of effective advertising 
and sales promotion ma- 
terial will be 


promptly on 


mailed 
request. 


AUTOMATIC ELECTRIC 
HEATER COMPANY 


Pottstown, Pa., U.S.A. 
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Water Heater Business 


is Profitable Business 


Special rates are now available for water heating 
in nearly all localities. Utility-Dealer Co-opera- 
tive Programs have been highly successful. The 
all-electric kitchen idea has caught on. New con- 
struction, even small homes, will take an ever 


volume of water heating and other 


electrical equipment during the next few years. 
Volume possibilities on water heaters are greater 
than ever before in the history of the business. 





Kaun Vodels 





Mr. Cook 
PROTESTS 


RURAL ELECTRIFICATION 
ADMINISTRATION 
2000 Massachusetts Avenue 
Washington 


To the Editor: 


I have been surprised and consid- 
erably puzzled as well at leading ar- 
ticles which have appeared in the 
February and March issues of Elec- 
trical Merchandising representing that 
REA is making some sort of danger- 
ous attack upon wholesale and retail 
electrical dealers and urging that 
dealers, manufacturers and _ associa- 
tions register their protests. 

The basis for these editorial pleas 
and accompanying statements is far 
from plain. They seem to me to grow 


either to engage in the sale of appli- 
ances or to refrain from it, we have 
disapproved and discouraged the prac- 
tice of making the consumer purchase 
his appliances from the project: spon- 
sor as a condition of obtaining elec- 
tric service to be supplied as a result 
of a project loan by REA. 

As to wiring installations which 
will be financed through our organi- 
zation — and this only applies to those 
home owners who wish to pay for 
their house wiring on a monthly basis 
—it may prove necessary that they 
make their arrangements through the 
sponsors of the project. This agency 
does not intend to make wiring loans 
to individuals; hence, it is quite likely 
that our loans for such house wiring 
as is to be financed will be made to 


REA Administrator denies 


Government cooperatives will 


interfere with regular chan- 


nels of appliance distribution 


out of a serious misapprehension of 
the facts which ought to be corrected 
at once. You say, for example, that 
“REA goes out of its way to impress 
upon those who borrow from it the 
advisability of centralizing appliance 
buying and house wiring contracts in 
the hands of a single agency, logically 
the same as procures the loan and su- 
pervises the construction of the dis- 
tribution lines.” 

In the first place it must be under- 
stood that the policies which our bor- 
rowers adopt in connection with the 
operation of the distribution lines fi- 
nanced by REA are primarily local 
and State matters. 

Nevertheless, insofar as the atti- 
tude of this organization may have 
any bearing upon these policies, the 
fact is that we have not approved or 
advocated any centralization of this 
business except for certain wiring ar- 
rangements to which I shall refer and 
which have the effect of putting the 
wiring business into the hands not of 
the cooperatives and other project 
sponsors but of the electrical con- 
tractors. 

Insofar as appliances are concerned 

and your publication puts much 
emphasis upon appliances — we have 
in fact no control whatever over their 
sale and do not even provide financ- 
ing facilities for them. While we can- 
not cause the sponsor of a project 
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the project sponsors, they, in turn, 
making the loan to the individual. 
Even in such cases, however, we 
would disapprove of binding the indi- 
vidual to these wiring arrangements 
as a condition of service. 

If it is possible to group the wir- 
ing jobs in order to reduce the cost 
to the individual customer and to 
achieve for the rural electrification 
program the great economies of mass 
construction, we can see no reason 
why such plan should not be fol- 
lowed. As a matter of fact, this policy 
has been approved quite generally by 
the industries affected. Even in cases 
where the wiring is done upon a 
group basis, however, it is not con- 
templated that the work will be done 
by the agency owning the distribu- 
tion line. On the contrary, we en- 
courage the employment of local elec- 
trical contractors upon the basis of 
competitive bids. In sum, the elec- 
trical groups have reason for enthu- 
siasm, not apprehension. It is very 
generally estimated that for every dol- 
lar of public or private funds invested 
in line construction at least another 
dollar will be spent for wiring and 
appliances. 

We do not finance a line until all 
the farmers to be served have been 
canvassed, and signed user blanks, 
showing how many refrigerators, 
washing machines, stoves, motors, and 
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miscellaneous electric appliances they 
will use, because it is this prospective 
usage that enables us to decide 
whether a construction loan will be 
feasible. 


We intend, so far as our authority 
may extend to such matters, to keep 
all channels of trade open for this 
yreat prospective business. Properly 
organized cooperatives will undoubt- 
edly exercise their right to go after 
part of it. But the general trade will 
be well advised to give less concern 
to fears of what the cooperatives may 
do than to accepting the challenge 
and going out after this great volume 
of new business which should inaugu- 
rate a new era of expansion for the 
electrical trades. 


| hope this statement of the policies 
which are guiding our work will clar- 
ify them for you and for your numer- 
ous and influential readers with 
whom we are doing everything pos- 
sible to maintain a cooperative rela- 
tionship in the development of the 
rural electrification program. If you 
consider it appropriate to publish this 
letter I should be very glad to have 
it printed. 


Your interest in our program and 
your excellent efforts in behalf of 
rural electrification heretofore are 
very much appreciated. 


Morris L. Cooke 


Administrator 





Epitor’s Note 


In regard to house wiring REA 
has all along been favoring the use 
of experienced electrical contractors 
on the ground that poor wiring is a 
fire hazard. They have, however, ad- 
vised the sponsors to group installa- 
tions into large contracts: “One con- 
tract covering forty buildings will be 
cheaper than forty contracts.” The 
one contract, however, should go to 
a competent contractor. 


On appliances the policy is less 
clear. There is no doubt that REA 
favors getting all the discount that 
can be wangled by grouping pur- 
chases, and they feel that on a new 
project where many families are buy- 
ing appliances for the first time it 
should be possible, and would be ad- 
visable, to group the orders through 
the sponsor and get a substantial dis- 
count from retail prices. But there has 
never been any pressure to force this 
upon the sponsors; merely fatherly 
advice. Loans are approved without 
any specification for -buying practices 
aside from the construction of the 
distribution system; the matter of 
appliances and wiring installations is 
left open. Later a supplementary con- 
tract may be negotiated providing 
tunds from REA to the sponsor for 
re-loan to individual customers, but 
none has yet been put through. REA 
recognizes the need of some loans of 
this class to build up load on the 
new lines; wants to keep it down to 
the minimum and make all negotia- 
tions through the sponsor. Individual 
advances would involve a_ terrific 
amount of red tape and much risk; 
REA doesn’t want to get tangled in it. 


WHAT’S 
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Whiting didn’t make the first domestic stoker, of 
course, but it was first to make a real Domestic 
Appliance capable of winning the great mass market. 

In both engineering and selling, its contributions 
to the progress of the fast-stepping stoker industry 
were timely. Whiting sales zoomed in 1935. Dealers 
discovered that at last they could do a volume busi- 
ness. 

Think. what this means! A small dealer selling 
only two Whiting units a week has something like 
$10,000 gross profit a year. Deduct overhead, com- 
missions and other selling expenses, and there's still 
plenty left. A bigger dealer, selling 8 or 10 units a 
week, has a gross of $80,000 to $100,000. That’s put- 
ting the stoker into the Big Leagues! 

But that’s all past history. What’s Whiting going 
to do in 1936? 

For one thing, Whiting’s new 1936 line contains 
some very interesting mew conveniences.” More ad- 
vertising, for another thing, to smash home the fact 
that Automatic Heating can now be less expensive 
than the operation of the old hand-fired furnace. 

Whiting will soon announce its new line, and when 
the news breaks, it will be well worth waiting for. 

The great mass market Whiting predicted for 
Stokers is a reality today in many communities where 
there are Whiting Dealers. Soon it will extend 
wherever bituminous coal is burned. Share the best 
Stoker year yet with Whiting! 
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Your Next 
GREAT 
MARKET 








Underfeed Stoker Division, WHITING CORPO. 
RATION, 
15608 South Halsted Street, Harvey, Illinois 


We are dealers in 


Send the facts regarding the Whiting Stoker. 
Name 
Address 


City Za State 
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“WIDER CHOICE 
THAN EVER BEFORE 





IEHL FANS have always offered 
a wide choice. This year the line 
is even broader — and better. 


The line offers 8, 9, 10, 12 and 16- 
inch oscillating and non-oscillating 
fans; air circulators in ceiling, high 
pedestal and counter-wall bracket 
types; reversible and non-reversible 
ceiling fans in 36-inch and 52-inch 
sizes, with or without lighting units; 12- 
inch and 16-inch oscillating fans of the 
ceiling and floor type; 9-inch and 10- 
inch kitchen ventilating fans, window 
panel and wall cabinet types; 9 to 16- 
inch ventilating fans, and 18 to 48-inch 
exhaust fans. . 


To help make '36 the best fan sea- 
son you ever have had, there are Diehl 
window displays, catalogs, counter lit- 
erature, posters, display stands, news- 
paper cuts, mats and ads — all supple- 
mented by Diehl advertising and 
publicity. 


Choose Diehl, and be equipped to 
meet every ventilating need with fans 
that are backed by warehouse stocks 
at all strategic points and a half cen- 
tury of Diehl reputation. As a first 
move, write for the new catalog to 
Diehl Manufacturing Company, Elec- 
trical Division of The Singer Manufac- 


turing Co., Elizabethport, N. J. @ 
6932 
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Bonus 
Money 


MAN with ragged pants wand- 
ered into the Pendleton-Maytag 
Company down in Spartenburg, S. 
Carolina, the other day and laid a 
dollar bill on the counter. “Wrap up 
that $250 electric refrigerator,” he 
said. “I'll take it on your terms, 
a dollar down, and a dollar a week.” 
The moment he was gone Elec- 
trical Merchandising’s representative 
scratched his curly head and remark- 
ed, “And it will be all his, not count- 
ing carrying charges, in October, 
1940. What's the idea of these trick 
payment plans right now?” 

The answer is, the bonus. This 
ex-soldier pays up in full when he 
gets his. Some 3,482,018 veterans are 
going to collect this year a sum which 
amounts in box car figures to $2,001,- 
663,000. Up in Jefferson, Wisconsin, 
the other day a subscription man saw 
a veteran buy a radio, a refrigerator, 
and a cooker all at a dollar down and 
a dollar a week. The idea is getting 
contagious. In Chicago even clothing 
stores are advertising “Veterans—buy 
now plan—You won't have to pay 
until you get your bonus.” Veteran’s 
charge accounts are blossoming over 
the countryside, and automobile deal- 
ers are selling anything from Packards 
down on no down payment, we wait 
till your ship comés in, contract. 

According to the American Legion 
Monthly, which reaches about one- 
fourth of these veterans, some 31 per 
cent of the bonus, or $623,615,793.86 
will go to write off old debts and bills. 
A survey made by this magazine based 
on 42,500 questionaires probably gives 
as good a picture of the bonus situa- 
tion as can be obtained. The aver- 


3,500,000 veterans will 
collect $2,000,000,000 
and some live dealers 
are taking down pay- 
ments on the strength 
of it. 


age amount to be received by mem- 
bers of the Legion will be $637.77. 
The balance of the money will go 
for the following purposes, the sur- 
vey reveals: 


Purpose % 

Pay old bills and debts 31.363 
Build new house 4.650 
Repair present house 6.706 
Paint house 1.72 
Purchase home 6.512 
Purchase lot for home site 1.598 
Purchase farm 3.356 
Purchase furniture 3.073 
Purchase rugs & carpets 501 
Purchase other housefurnishings 2.288 
Purchase electric or gas 

refrigerators 1.068 
Purchase oil or gas furnace 454 
Purchase radio 441 
Purchase suit or overcoat 1.741 
Purchase shirts -153 
Purchase shoes 175 
Purchase hat .085 
Purchase mens furnishings .438 
Purchase children’s clothing 2.125 
Purchase wife’s clothing 2.317 
Purchase automobiles 5.460 
Purchase trucks .712 
Purchase tires -269 
Purchase batteries .026 
Purchase farm implements 2.204 
Use in business 6.706 
Invest in stocks and bonds 1.089 
For insurance 3.382 
For education .898 
For savings accounts 4.470 
Miscellaneous 4.020 


Most of the veterans’ purchases 
of radio will be replacements if the 
American Legion survey made by 
Daniel Starch is evidence. Daniel 
Starch revealed that 86 per cent of 
the veterans owned sets at present, 
leaving a market of 14 per cent non- 
owners. Following is a breakdown 
of the makes of radios owned: 





“| DIDN'T KNOW WHAT TO DO ABOUT THAT LEAK 
IN THE ROOF UNTIL HE THOUGHT OF THIS” 
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Philco ; 
Majestic 

RCA 

Atwater Kent 
Crosley 

General Electric 
Sparten 
Stewart-Warner 
Zenith 


Bos¢ h 

Kolster 
Brunswick 
Apex 
Silvertone 
Fada 
Westinghouse 
EverReady 
Airline 


Other makes 


1 
0 
9 6,602 
8 
7 
1 


148,183 
6 99,767 
1 96,099 
3 75,559 
7 41,814 
2 30,810 
5 25,675 
0 14,671 
6 11,737 
4 10,270 
4 10,270 
3 9,536 
2 


2 8,803 


8,069 
7,335 


5,868 
5,135 
147,449 


763,652 


A lot of veteran money will go for 
electrical refrigerators if the Starch 


figure of 58.5 


per cent 


is correct. Here is the 
of makes of refrigerators owned at 
present by war veterans: 


Frigidaire 
General Electric 
Kelvinator 
Norge 
Westinghouse 
Electrolux 
Majestic 
Leonard 
Copeland 
Grunow 
Crosley 

Servel 
Coldspot 
Other makes 


27 


26. 


] 


oe 
WY WARS 
nv eno w 


Nee et 
One aw 


non-owners 
breakdown 


0% 95,578 
6 94,162 
36,462 
21,240 
18,408 
12,036 
11,328 
7,788 
7,788 
6,372 
5,664 
4,956 
4,248 
27,966 


353,996 


For the benefit of dealers planning 
campaigns to attract this bonus money, 
we reprint from the American Legion 
the breakdown showing the number 
of veterans in each state, and the 
amount of adjusted compensation they 


will receive: 


ADJUSTED COMPENSATION 


State 


Alabama 
Arizona 
Arkansas 
California 
Colorado 
Connecticut 
Delaware 


Veterans 


Amount. 


50,867 $26,888,528.74 


10,870 
43,849 
200,424 
34,259 
44,043 
4,884 


DistrictofColumbia 28,281 


Florida 
Georgia 

Idaho 

Illinois 
Indiana 

lowa 

Kansas 
Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 
Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 
Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
Tennessee 
Texas 

Utah 
Vermont 
Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 
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39,535 
58,583 
13,575 
253,343 
95,587 
79,814 
57,114 
63,696 
53,885 
21,412 
48,424 
137,113 
134,009 
85,532 
36,802 
111,706 
18,106 
40,233 
3,066 
12,370 
116,440 
10,101 
377,182 
63,926 
16,174 
182,692 
67,181 
35,376 
259,931 
20,789 
35,747 
22,713 
59,009 
148,771 
14,387 
8,243 


88,036 
11,177 


3,482,018 


6,668, 187.11 
21,993,238.27 
122,833,011.86 
19,562,059.24 
26,914,018.40 
3,527,070.50 
16,278,716.59 
21,921,858.79 
32,262,946.70 
7,411,798.86 
141,472,589.16 
50,730,624.28 
41,019,480.37 
31,436,036.43 
34,261,787.60 
27,849,762.05 
12,121,627.12 
27,931,248.31 
85,147,947.57 
77,476,794.12 
52,789,520.36 
19,308,411.76 
60,820,922.70 
10,281,687.92 
21,802,190.95 
1,771,846.11 
7,298,113.14 
69,579,645.59 
5,810,422.87 
221,373,427.96 
34,622, 162.80 
8,762,475.18 
106,06 1,344.03 
35,202, 766.82 
20,679,034.90 
155,594,459.25 
12,356,383.60 
19,316,831.04 


11,757,600.97, 


32,497,536.52 
83,696,221.25 
8,035,096.92 
5,042,465.50 
36,811,791.20 
34,079,306.15 
23,345,392.42 
47,177,680.61 
6,329,955.57 
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in a rapgeler 


* A few thousand miles on the map be- 


comes only the width of three chubby fin- 
gers in a refrigerator. For on opposite 
sides of a thin wall is represented the 
temperature of the tropics and of the 


polar cap. 


Of vital importance is this often un- 
considered barrier that must frequently 
guard a difference of 60 degrees between 
inside and outside temperature. 


Plain it is that what material lies within 
the thin metal shell may make or break 
a refrigerator’s efficiency. Any good re- 
frigerator unit will pull down the in- 
side temperature to a safe protecting 
range. But the cost of doing so is de- 
pendent entirely on the heat stopping 
value of the insulant within the walls. 


Many materials when dry will effec- 
tively stop this flow of tropical heat from 
the outside to the frigid zone within. 
So that almost any refrigerator when 
new seems to operate satisfactorily and 
economically. 


Enter the villain 


But alas! All is not sweetness and light. 
Moisture gets in. And no so-called “mois- 
ture-seals” can stop it. What seemed to 


DRY: 





be a dependable refrigerator may turn into 
an electrical spendthrift. For it is now 
conclusively proved that water vapor in 


_the form of a gas easily penetrates the 


steel refrigerator shell and condenses in- 
side the walls, out of sight. This is due 
to the temperature difference between the 
room and the food compartment: This 
moisture, soaking into most materials, 
more and more completely destroys their 
insulating efficiency. Only “non - hygro- 
scopic” — that is, non-absorbent — insula- 
tion is unaffected by this phenomenon of 
physics. 


Cuts operating cost 


And that is why Dry-Zero in any re- 
frigerator saves from 30c to $2 a month 
in operating costs. Dry-Zero is non-hygro- 
scopic. It is unaffected by moisture. It en- 
ables the unit to keep proper inside tem- 
peratures economically. And for the en- 
tire life of the refrigerator. 


The famous Dry-Zero Laboratory has 
made many exacting tests on this feature 
of refrigerators. A brief resumé of results 
will be sent you if you will write for a 
copy. Just ask for “Results of Moisture 
Tests.” No obligation. 


ZERO 


REG. U.S. PAT. OFF. 
THE MOST EFFICIENT 
COMMERCIAL INSULANT KNOWN 


DRY-ZERO CORPORATION 


1936 


222 North Bank Drive 


” CHICAGO, ILL. 
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687 Broadview Avenue 
TORONTO, ONT. 

















ELLING appliances was never a snap. 


A fellow needs all the useful sales 
ammunition he can get; and here are two 


“‘shots’’ that you'll find mighty helpful 


in hitting the old sales bull's eye 


One is an Armco booklet that is very 


popular in the appliance field 


“How 


Porcelain Enamel Can Help You Sell 
More Profitably."’ It is full of informa- 
tion about porcelain enamel; and also 
shows how the nationally-advertised 
base metal, Armco Ingot Iron, can be 


used as a sure-fire selling point. 


The American Rolling Mill Company, Middletown, Ohio 
Send me copies of “How Porcelain Enamel Can Help 
You Sell” and copies of “People Are Interested.” 
Name : i * 
Company “ 
Address 
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ppliance Salesman 
should have 





The other booklet, ‘People Are Inter- 
ested,”’ is a dramatized story of ARMco’s 
national advertising from 1914 to the 
present day. This booklet gives you a 
background that enables you to drive 
home to customers the advantages of 
Armco Ingot Iron construction in the 
different home appliances you sell. 
Just use the convenient coupon to 
order one or more copies of these sales- 
helping booklets. The American Rolling 
Mill Company, Executive Offices, 703 
Curtis Street, Middletown, Ohio. 


This is the familiar label you 
point to when you say, ‘It’s 
made of Armco Ingot Iron."’ 
If it doesn’t appear on the 
products you sell, remind the 
manufacturer to attach it. 


Mobern 
tor Mobern 


Barker Bros., Los 
their entire lamp 


creative lamp 


HERE is nothing so modern as 

a lamp. To be sure, the history 

of lighting is long and early in 
its pages appears a small flat dish filled 
with oil and with a floating wick 
which was called a lamp—but times 
have changed and lamps have changed 
with them. Modern electric lamps— 
floor, study or boudoir—are artistically 
styled in period lines and scientifically 
designed for protecting eyesight with 
better light. 

On the theory that modern lamps 
deserve a modern setting, Barker 
Bros., famous household department 
store of Los Angeles, Calif., has re- 
cently remodelled its lamp depart- 
ment. First of all, the background has 
been made modern. In the spirit of 
the present mode in furnishings, the 
walls were changed from a colored tint 
to white. According to Frederic Sa- 
low, manager of the department, this 
means a better reflecting surface for 
light and affords the perfect back- 
ground for every color in the mer- 
chandise. The ceiling of this depart- 
ment has been kept comparatively low, 
simulating home conditions under 
which the lamps will later be used. It, 
too, is white, so that it reflects back 
the light and gives full value to the 
illumination provided by the lamps on 
display. No ceiling fixtures are used, 
all light being furnished by the lamps 
themselves, a large number of which 
are always kept lit. 

The floors are carpeted in a deep 
maroon, further enhancing the mod- 
ern and home effect of the display, 
both in appearance and in the feel of 
the soft pile as the customer waiks 
about examining the lamps she con- 
templates purchasing. The center 
aisle, however, which cares for the 
main traffic of the store, is paved in 
marble. 

Floor lamps are for the most part 
displayed in niches against the wall, 
of a width just comfortably to house 
the shade and with the bottom slightly 
raised from the floor. The niches also 
are lined in white. All these lamps are 
connected, with cords slipped into a 
convenience outlet in the niche. When 
displayed, adjacent lamps are dimmed 
and the one under inspection is lit. It 
can readily be slipped from its niche 
to the dark carpet for a more natural 
home effect, or returned, without dis- 
connecting the cord. The salesman is 
thus able to deal at ease with the. cus- 
tomer, not having to stoop and disen- 
gage or disentangle cords with each 
lamp handled. Other floor lamps are 
displayed on small islands of smooth 
white, raised a few inches above the 
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DISPLAYS 
AMPS 


Angeles, remodel 
department for 


merchandising 


floor. Here, too, convenience outlets 
permit of a permanent connection for 
each lamp. This keeps cords and lamps 
out of the way of traffic and provides 
an occasional focus of interest in what 
would otherwise be open floor space. 

At the far end of the department, 
similar niches to those provided for 
floor lamps, only in cubbyhole form, 
provide display housing for hundreds 
of shades. Those niches which are on 
a level with the customer’s eyes have 
been wired, with a lamp in the cen- 
ter, over which the shade can be slip- 
ped for display. These “filing cabi- 
nets” for shades occupy one whole end 
of the department and overflow into 
an aisle, but still it is felt that more 
space would be desirable. 

Table lamps are displayed on 
smooth surfaced, unornamented, white 
tables in the simplicity of modern ef- 
fects—also on modernistic shelves 
which line the center aisle, with a 
lamp in each cubicle of the bookcase 
design. These niches also are white 
and very simple, offering an ideal 
background for the light which they 
are meant to enhance. Similar book- 
case display shelves in the balancing 
bric-a-brac and gift department across 
the main aisle are white with colored 
lining, offering a pleasing contrast to 
the severe absence of color in all back- 
grounds of the lamp department. 
Lamps on these tables and display 
cases are grouped according to styles. 
One table, for instance, will be devot- 
ed to lamps made by one manufac- 
turer, all of them of ultra modern 
design. Another table will group more 
conservative lamps appropriate to the 
home library or sitting room. Boudoir 
lamps have one end of the department 
to themselves. 

Lamps also are displayed in natur- 
alistic surroundings in other parts of 
the store. Model rooms in special 
styles are common means of display- 
ing furniture in the Barker Bros. 
sales plan—and here also lamps are dis- 
played appropriate to the room in 
question. On the third floor an entire 
department is given over to boudoir 

furniture—and of course, boudoir 
lamps here play an important role. 
The store frequently sponsors a style 
type in furnishings, and whenever 
this is done, of course, lamps appro- 
priate to that style are featured, not 
only in the special display, but also in 
the main lamp department. Such have 
been “Tempo” displays, the “Thrift 
Bungalow,” “Monterey” styles and, 





more recently, “Vanity Fair’ cottage. . | 


On such occasions the lamps in this 
design class are especially labelled. 






In architecture, the Taj Mahal is 
universally acknowledged the most 
beautiful of all buildings. 


In the kitchen, porcelain enamel is 
universally acknowledged the most 
beautiful of all finishes. 


Whether it be in sparkling, gleaming white, 
or in contrasting colors, or in delicate pastel 
shades, porcelain enamel answers every beauty 
requirement. Whether it be the finish for a 
breakfast-set or kitchen table, kitchen cabinet, 
refrigerator, stove, range, washing machine, 
ironer, or whatnot — porcelain enamel affords 
an enduring beauty impossible to obtain with 
any other finish. ; 

Your customers know that. They readily ac- 
knowledge the beauty of porcelain enamel — 
not only for today, but for years, eyen genera- 


tions, to come. They want it. 


Sell che finish that not only merits and keeps 


In all che millions of electric refrigerators manufactured 
during the past few years practically all have porcelain 
. Because nothing else will stand up 
On the exterior porcelain enamel affords acknowledged, /ast- 
ing beauty. [he floor salesman who doesn't stress porcelain 
enamel's /asting beauty overlooks his biggest selling argu- 
ment; misses his big chance to make a long-profit sale. 


enamel interiors . 


your customers’ confidence, but turns a longer 


profit. Sell porcelain enamel. 


EDUCATIONAL BUREAU 
Clearing House for Sales and Technical Information 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 


PORCELAIN ENAMEL 242: 
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“It’s smart and profitable selling to 
emphasize the specific features of a 
household appliance, particularly 
of a refrigerator,” is the report. 
And if DULUX finish is on the re- 


frigerator, it is still easier to close 


profitable sales. 


HE question was: ‘‘Are women influenced by 


what you (the dealer) tell about the important 
parts and materials in the appliance?” 

The answer was overwhelmingly “‘Yes.”’ 85°, 
of the dealers answering the question were positive 
And they added, “Detailed knowledge of ‘built-in’ 
superiorities help to sell the prospect up to a higher 
price level.’’ And on refrigerators, along with one 
or two other appliances, the finish received more 
votes than any other accessory or part mentioned. 
This vote of the dealers on the importance of finish 
is confirmed by manufacturers, because more than 
85°, of mechanical refrigerator makers are using 
DULUX on their 1936 models. 

Here’s an answer of vital importance. Du Pont 
DULU<xX is a finish for refrigerators that has every 
advantage women want. And if women are inter 
ested in the finish, you have a natural, strong selling 
argument. Why? 

Du Pont DULUX gives a super-white finish that 
stays white . 


resists yellowing does not get 
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gray or dark from dirt adhesion. There are no 
pockets in the film to which dirt can cling. 

Check other points for DULUX. Its exceptional 
resistance to scratching . . . to chipping and cracking 

to moisture and corrosion . . . to softening and 
discoloration from household oils, greases and acids. 

No wonder that a finish like DULUX can help 
close sales. Du Pont chemists worked years to as- 
sure these advantages. Testing, checking and re- 
checking of the major properties of DULUX as- 
sured long-lasting, economical service beyond the 
dream of manufacturers a dozen years ago. 

Sell the finish of a refrigerator and take a long 
step toward selling the refrigerator. But the finish 
should be DULUX. To help you and your sales 
force, get a new booklet, ‘Selling Made Easier by 
DULUX.”’ There’s constructive sales information 
in it—enough to swing many a sale that seems to 
be held up. Write for as many booklets as you need 
in your store. Address E. I. du Pont de Nemours 
and Co., Inc., Finishes Division, Wilmington, Del. 
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DULUX 


A NEW SELLING FORCE 
ON REFRIGERATORS 


In the spring of 1933 a new finish for house- 
hold refrigerators first appeared. It was 
du Pont DULUX, a new and distinctly 
different chemical development. 

TODAY MORE THAN 85% OF ME- 
CHANICAL REFRIGERATOR MANU- 
FACTURERS ARE USING DULUX ON 
THEIR 1936 MODELS. 

Phenomenal? Yes. A record made pos- 
sible, however, because of recognition of 
DULUX as a super-organic finish by manu- 
facturers. And because of its acceptance by 
housewives as “‘The Finish They Had Been 
Looking For . . . The Finish They Wanted.” 
Dealers capitalized on this and closed sale 
after sale. Just a tip for every manufacturer 
who has not used DULUX and every dealer 
who has not sold it. 








DU PONT ON THE AIR—Listen to “The Cavalcade of Imerica™ every Wednesday evening, 8:00 p.m., E. S. T., over Columbia Broadcasting System 
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NEWs 


PEOPLE - PRODUCTS - PLANS 








Electrical Merchandising Review oh the Menth 








Heavy Spring Floods Bring New 
Problems To Electrical Trade 





















Destruction and Damage to Distributors and Dealers 
Stocks Seen as Setback to Spring Buying Season 
NEW YORK, N.\ R here fron : 


He Got the Range 





Trying Out a Stunt — Kenneth C. Gifford, sales manager of Waters-Genter, manu- 
facturers of Toastmaster, has two Western Union boys in Minneapolis make the ; 
standard presentation of the new 1936 sales plans as they would to the trade. é ( 


APRIL IS ELECTRICAL sr er a 
HOUSEKEEPING MONTH °°). 











: H B Knapp-M 
3 Trips to Havana are the ge a fick” ile 
Window Display Prizes Bowr P & Schwartz, Rot _ 
R ter, Swart S Waters- G 
\\ ! Pierre L. Miles, an expert angler for 
' e bee j g ele eC] fish as well as electric range sales for 
| wie ' fs | , putting mmer efrigeration inst tior Hotpoint, started the year right in 
Housewares Wi e¢ Miami with this 6-ft. sailfish 
buying s I 
7 It a ° ° ° 
nufactut lias Red Seal Revived In California 
ging | H gM icsclal abedahties ta onthe than wie iadl 
rtn Harrisburg, Wilk fornia. Promotion of the Red § 
the 1 "Aeasa lan! : 
Make April Showers Electr 
Ww dl er il 
I ne ave t made i tC i 
id I il ve ing * t 
t | rical H ewares ( 
e e Edison Electric Institute an 
N il J 1 Ma \ 
eo 1 
Or e | } 
wir W ¢ } 
G-E Radio Division Prior t nnacsaon te RCA, 4 
Ernest H. Vogel was appointed sales mat shitclacee — . 
r7CT t the Gener | tr .¢ Ny I , Xa . 





, Bridgeport, ¢ 












th Young looking, yet a grizzled Maytag rdiner, manager of t iy n ; rags s be I ; I tthe Mf 
rk to Havana and return in first veteran, J. E. Alexander is making his ears Mr. Vog \ t . 
mModation bow this spring as general sales man with the R C A Manufacturing Compat Announcer ' i f 
Full details of the displ ntest 1 ager of the One Minute Washer Com- Comden. N. fT... ne ned thet orpas epointments of H. W. Bennett CY 
ined by writing the Electrical Hous« pany. Picture shows him ‘putting on the zation in 1930 ivertising manager. He Griffis trict 1 mat wie 
Committec f the Edison Electr dog” in a new wringer demonstration ater Was appointed rad \ manager. and sarte! t M , ' Anc 
tute or an} f the following manu he has devised, which is proving effec was engaged in RCA ‘ tivities until | respective t f R.A. Bu ‘ 1 lohr 
| t tive for window displays. i tior trict 1 representat 
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)f household washing and ironing machines aid 
according to announcement by W. Neal Gall tle 
agher, president and general manager. Mr aid 
Dickinson joined the Newton concern Jan as, 
uary 1, 1931. ‘Iwi 
> al 
Lind Mercantile fave 
S.E. Lind, president of the Lind Mercantik es. 
Corp., of Detroit, which operates the three nes 
Lind Appliance Stores in Detroit, has ann- G 
ounced the affiliation of Jack Morey, nation- ms 
ally prominent in the electrical appliance -? 
field, with the Lind firm in the capacity of Bi 
vice-president and director of sales. ry 
Morey comes to the Lind organization with mit 


1 background of 15 years of wholesaling ex- 
pe rience in Michigan and Ohio. He was for 
merly distributor for United American Bosch G 


in that territory. Previously, Morey was as- 
























































Jj. J. O'Neill, former head of E. H. Vogel, for the past six H. H. Kunkler, former assis Harry Restofski, former assis- sistant general sales manager of the Radi 
Leonard's Department Store years with RCA, has been tant sales manager for Gru- tant general manager of Division of United American Bosch at Spring- CI 
Division, has been named appointed sales manager of now, has been appointed as- West po ag i field, Mass. He has covered the entire coun- isc 
, , , : : pany, Pittsburgh, has been try as a sales executive and distributor in aa 
e f the newly-cre G-E's Radio Division, Bridge sistant to F. A. Hiter, vice . . 7 6 Ne s 7 
——- " ’ ° ’ appointed sales promotion the electrical field. . 
ated merchandising division port, according to R. J. Cor president and general sales manager of West Penn Power P | 
of the company diner, manager manager of Stewart-Warner. Company. Weigand ese 
: ro : pos 
Elgin B. Robertson, P.O. Box 754 (1215 F 
| T r Tr 
| North Zangs Blvd.), Dallas, Texas, was ap- po 
t ¢ ti, O ortland, | pany was the organization of the first retail | for many outstanding and remarkable light- | pointed our direct factory representative for can 
O branch in Tol und the sut organ- | ing installations. | the State of Texas. Mr. Robertson and his ree 
Mr. B pecialist zation of 200 sin etail br other He has served the Illuminating Engineer- | organization is now responsible in that terri- a di 
with Ge Electric in 1930 as a mem- | citie ing Society in recent years as General Secre- | tory for the sale of Chromalox Super-Speed bl 
n. Mr Graybar tarv, Treasurer, and as Chairman of the range units and Chromalox electric heating are 
Griff Gi Elect n 1930 as d K.L.1 : — f Finance Committee. He is at present Chair- | units for industrial applications. as 
hieischer was appointe anager o . . . °° . . ° . ° gid 
t ‘ e Pacific Coast. Mr , . a pera rt man of the I. E. S. Committee administrating | Direct factory representative responsible . 
the Buffalo House in 1923 and remained in : “a ; : ‘ = Saoee F IC 
Buescher was f engaged adio re 1933 wi “Wagrscnnt ape the Prize award of the Beaux Arts Institute | for the sale of similar products in Oklahoma aati 
> nen 1¢ oo over “ - | = : [ 
B eading radio reta gay . of Design. | and Arkansas is Paul Berry, 2528 N. W. 21st a 
nal Manager at Syra is F ‘Sew kl: : 
aiiind | fatk : . Street, Oklahoma City, Oklahoma. : 
g ore er, in was transferred to Phil- Penn . ne 
Llevela the position of mer- ] : : k 
Mr. Kk : ’ manor of the C3 ad tne | ; R. Douglas Marshall, sales engineer with Crosley 
. Se eal , . Effective February 20th Penn Electric Switch Co., Des Moines, for the . we 
( Ar widely know eadquarters at Buffalo - | John C. Ammons, of Atlanta, has been trac 
pa et adqual ‘ a last year, has been named midwestern re- | er 1 distri : f } Phe 
. ~ j f both Buf falo and Ro- . . . . appointec istrict manager for the Cr sley ern 
° sIVISION ie om s presentative, in charge of sales in the area R io C he Caroli d Vi 
General Electric chester During Mr. Thielscher’s absence moewudl tor the: Tice Wiekens office adio orporation in the arolinas an ir- nil 
\\ \B : , from Buffalo, }. L. Murphy carried on as lites ginia with a small section of Kentucky and par 
t T > we ! i pect I a trie } A551 tar t wes ’ - . ° Pe +4 7 re > H 
| F. Quinlan, manager of the New Ameri. | Sales manager. Mr. Murphy who is being Lincoln Sales Tennessee, Howard E. a general hav 
. Tt . : vee rans od t er orl ssistan >r- ’ . : Sales Manager, announces. Nir. Ammons has eco 
Der nstration Home B ling Prograr tran lerred t New York as assistant mer W. S. (Bill) Howland. well known as , 5 - : . 
handisinge manager. came with the compan’ : . ‘ ¥ been connected with some of the leaders in k 
f the Gene Electric Company, with offices | Candising Manager, cam ith the company Manager of the Pierce Burner Co., of Wil | . . - .109k F : ; 
: mn 1020. He work s Mr. Thielscher’s - we - Ak those industries since 1925. For the past two Lal 
70 Le eton Avenue. New York City. n ~ v cea a , meiscners | mington, Del., has joined the Lincoln Sales \ te ere TE SOB 
: rieht hand man until 10323 wi he carried | o ° ; one ; : years he has been located in Atlanta, con- at 
Mr. Bowe, fort ivertising manager of 2 ONS MBN URE 1UG0 WHE Be Cale! | & Service Co., of Philadelphia as General | °_..: in 3 . 
' sales manager tacting the trade in Georgia. wit 
Air Cor D t of the con AS Sas anager. Manager. A showroom has been opened at Cl 
P enastmant of : n T Danad Couns es ine . 
; - 4 G-E Supply Corp. Se Br - treet where —_ te line of Idaho Power aa 
[ r S fron 919 t 132, ~ Sd . P Lulc eat oll Durners is On display. ° ° ° 
when he went to New York with the air con Ir Ne wark, Leland Williams has been named , Organization changes in the Idaho Power the 
’ ’ ‘ r “es " , . . . . . . 1 
‘ distri ager of the General Electric G-E Radio Company involve a switch of L. W. Brainard, al | 
Suppl , according to a recent announce- ;. ee formerly sales manager of the company, to pi 
w re : E. W. Sears, who for fifteen years has been : 
Edison ood | Predeete ment by John L. Busey, president. In De- | ., «7°; : : . : Payette as division manager, and the succes- 
: a a ‘ : identified with advertising and sales pro- 
Guy A. I been appoints e pre H. “Rock” Smith has been made : : + at sion of R. E. Gale, forme rly division super- 
: , , motion, has joined the General Electric Com- 
t ! manager of | n W : HM ales Manager in Charge Of appliances ’ intendent at Boise to manager. 3 tl 
; pany’s Detroit district office as a radio field > 13,23 _ 
| | f Thor A. | t Joseffy branch manager in charge . ,aldridge, formerly manager of the Payette 
“ ; specialist, it has been announced by the G-E | 3. 
| é I f Ff e at once rf Rapids. In Providence, R. I., Wal- Div er “ld division, has been brought into the general 
.s. D a ry ' ” te Radio ision, Bridgeport, Conn. ae ey , 
Mr. I | te is the new branch manager, having , : office in Boise where he will assume special 
: a8. 3.9.9 For the past ten years, Mr. Sears has con- 
vroon f the been transferred from Philadelphia. 1: “A sae” . duties. 
1] N \ ducted his own advertising business and for M B Pas ve from ti , +1 
mpat t toend Street ew rk | 1 ’ r. Brainard’s move from the commercial 
Ww the past three years, he has handled adver- > 
Mr. P ‘ er ted witl est roan Power f agate . , ; | to the operating department was made at his 
West Penn Power Company announces the | tising and sales promotion for a number of . ae - . - 
| . 2 t nc., for more than 20 pony Saavee 1 " lead; adi ‘| request, since it has been his desire to gain 
ape appointment a Restofski as Sales Pro- | Detroit’s leading radio retailers. . , : s 
me PI Mi operating experience. He has been sales man- 
ele ( = M anne ‘ ; Stewart-Warner ager for many years. Mr. Gale gained his 
r tofski brings t } new position ; one \ Sas . 
I raft D 7 Restoiski E adagaet. is P : —_ utility experience largely in the engineering 
we t { pra perience gained in his n a further move to strengthen 1€ Sales ; < | 
a. I - department of the company, where he worked 
Stromberg 2 yea ‘ t ( i Var a ind pr iction staff—necessitated by the re . ° F | . * 288 
, ; ; for several years prior to becoming division 
1.0.5 f t f the S D pacitie After being graduated by Ohio Nor cord-breaking reception of the 1936 refriger- . "dee a, 8" 
' : ' : superintendent in boise a few years ago. 
t Stromberg-Carlson Telept thern University with the degre« f Electri- itor line—Stewart-Warner has appointed , 
M t Comy t 1 t al and Mechar Engineering, he started t Homer H Kunl ler as assistant to Mr. F. A. 
ufactur a been ap- | cal and Mechanical Engineer Homer 11. Kunkler as assistant to Mr. F. \. | @ oe LAUNDRY DRIVE SEEKS 
tt IR N. ¥ f factor nellsville he \ ater transferred to the sub- Mr. Kunkler has been prominent in radi OLDEST APPLIANCES 
f the ¢ tation department, and in 1917 became A ind refrigeration for many years. Formerly BRIDGEPORT, CT.—The General Electric 
Stig bers nt 1 t I t t tant tot Superinter nt of Substations. he served as sales manager of U. S. Radio & Company, Bridgepx rt, Conn., will employ 
4 t , y. W | eal ‘ lelevision Corp., and more rec ently has been | radio broadcasts. trade magazine and dealer 
K I 5 P tio! r \ tant tot assistant sales manage r of General Household co-opt rative newspaper advertising, and three 
M H n Assistar Utilities Company. a his new position, Mr. | sets of promotional services in connection 
Buffalo League West Penn A e ( Kunkler will concentrate his activities on | with an “ ‘Old Timer’ Discovery Drive,” a 
hes I f eight yea ting radio and refrigeration, a field in which he is | Spring sales activity designed to develop the 
of the Niagara Frontier, the sole al t tranger in the field of selling. Just | well known to distributors and dealers from | Jaundry market for dealers. The drive, to be 
» elect Pre et Kaew asker we eforet ng over present duties he served oast to coast : papper a from March 2 to April 30, will be 
» Sit aesine i Wines Wien necesita ersonnel Direct Ihe added staff has been necessitated by | g arch by General Electric and Hotpoint 
: 4 the fact that sales for the first month were tk: l v equipment dealers to di > 
H.I.S ett t. H. I. Sackett Ele ot 2 . home laundry equipmen dealers to discover, 
, Cos View guecidene Goensee | Curtis Lighting 155 percent higher than those of Janu iry a | from descriptions offered by the public, the 
Rei ; ; Buf ( Light Ir ( ig nou yea re hile February figures indicate simi oldest electric washer, ironer, and hand iron 
N , = Wenner t ¢ e appointment of Lester H. Graves, former lar gains, "the first two weeks being 200 per- Ex tensive promotion of the theme is expect 
Asu Rict Wa ore nt. Johr Vice-President of Curtis Lighting of New ent of last February’s figures. ed to do four things for dealers: (1) discover, 
. > ; * +e} : » the 
n-Wa | ( Y , Inc., as a Vice-President of Curt . with a minimum of consumer resistance, the 
e 4% , Lighting, Inc., to be resident in New York Edward D. Muir names and addresses of housewives who own 
of City. Mr. Graves has been assigned in M.G. Stokum, former sales manager of the | antique laundry equipment, as well as other 
AireW portant national duties wit n | S. H. Cohen Appliances Co., of San Antonio | types of electrical appliances; (2) get con- 
ir-Way heade Nort B. Hick 5 has resigned to become sales manager of Ed- | sumers interested in modern equipment and 
] H r, 40 I ‘ ent ward D. Muir, Refrigeration & Appliances, | up-to-date methods of home management; 
started e-t e canvasser for the Mr. Grave a graduate of t sit} 719 Main Ave., San Antonio. (3) increase store traffic; (4) build early 
Air-Way Elect Appliance Company 14 f Ili n Electrical Engineering. He wa ° spring sales and prospect lists for summer 
y cars ago, t een made president | associated with tl 1 Natv nal X-Ray Re Automatic carry-over. 
f the mpat H eeds B. C. Milner flector C now . Inc. and W. J. Dickinson, formerly of the American The radio program, sponsored by G-E dis- 
Ir., w esigt er five ye head of | in 1921 was placed in charge of the company’s | Ironing Machine company, of Chicago, has | tributors, embraces thirteen 15-minute elec- 
i pan} pany hicay 
the company local activities in New York. During his | been appointed sales manager of the Auto- | trically transcribed broadcasts to be schedul- 
Mr. Nuffer’s great contribut to the cor ervice in this position he has been responsible | matic Washer Company, Newton, lowa,maker | ed twice a week between the hours of 8 a. m 
I I ) 
' 
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10 a. m. over stations in cities in which 

distributors have main Eddie 

1 Ralph, two well-known radio commedi- 

, will be featured as the “Happy Monday 

vins,’’ and will be supported by the “Three 

S ar Trio,” which will play old-time musical 

Spot announcements by key deal- 

e s will be employed to 
tie-in. 

General Electric will make cash payments 

consumers submitting descriptions of the 

oldest appliances. Each will be 

ged to co-operate by offering merchandise 

f three best descriptions sub 


houses. 


rites. 


strengthen the local 


dealer 


vards for the 





tted by his custon 


GREAT LAKES EXPO 
TO BOOST KITCHENS 
CLEVELAND,O—Complete, even to hot 
cuits in the oven and cold meats in the 
frigerator, the most comprehensive display 
electrical kitchens ever shown will be 
hibited at Cleveland’s Great Lakes Ex- 
sition, starting June 27 and ending Oct.4. 
Planned by the Electrical 
peration with electrical appliance manufac- 
rers, eight of the ten major units will de- 
ynstrate the complete kitchen, ranging from 
design for the largest home to simple port- 
ble electrical appliances suited to summer 
ttages. Two units will display oversized 
glass fronted electrical refrigerators and elec- 
ranges with food stuffs refrigerated and in 
process of cooking. A combination refriger- 
ator and electric stove will freeze ice cubes on 


League in co- 


while roasting meat on the other. 
Kitchen planning and lighting for step- 
ving and kitchen efficiency is certain to at- 


ne side, 


tract interest, while educating visitors to mod- 
rn standards of kitchen economy. Twelve 
illion families in the Great Lakes area, pre- 
paring more than a billion meals a month, will 
ave Opportunity to learn of the cleanliness, 
nomy and simplicity of electrical cooking. 
Five million visitors are expected at Great 





Lakes. The Exposition stretches for about 
mile along Lake Erie ‘he entrance is 
thin two blocks of the heart of downtown 


Cleveland. Planned to demonstrate the com- 


erce and products of the Great Lakes area, 
the Exposition has already taken on a nation- 
with more than half the display 


ace sold, and plans under way to expand. 


status, 






In the usual order, Ralph C. Cameron, 
in charge of G-E department store ac- 
tivities on ranges, refrigerators and 
dishwashers, listens in on a discussion 
between Herschel Lutes of the J. L. 
Hudson Company, Detroit and chair- 
man of the two-day meeting, and P. B. 
Zimmerman, general sales manager for 
General Electric's appliance and mer- 
chandise department. 


At left, Thomas Pitkethly of the Smith- 
Bridgman Company, Flint, Mich., swaps 
experience and notes with Al Pierce, 
manager of General Electric's depart- 
ment store sales for the Merchandise 
Division at Bridgeport, Conn. 
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SPOT NEWS FROM 
WESTERN APPLIANCE MEN 


Success of their half price extra electricity 

ign is reported by the Utah Power and 
campaign 1s reported Dy the tah rower anc 
Light Company. During December 34,000 
of their residential and commercial customers 
of electricity over the 
$17,000 worth of 
an equivalent a 


increased their 
previous year 
electricity, 
mount for themselves. 


use 
and used 


saving thereby 


Irons, ironers and washers came to the fore 
during March in the advertising of the Mon- 
tana Power Company. They featured a $1 
allowance on your old iron in the purchase 
of a new one as a cooperative offer through 
dealers or the power company store. This 
was supplemented on the part of the Radio 
Engineering & Service Co. by double allow- 
ance on he sale of Hotpoint 
washers. 


trade-ins in 


A. H. Kahn steps up from the position of 
Pacific Coast operating manager of the G. E. 
Supply Corp. at San Francisco to be district 
manager of the G. E. Supply at Chicago. Mr. 
Kahn’s career runs the full tale of Alger 
story books, from office boy, through stock 
clerk, salesman, purchasing agent and service 
manager to his present position. 


A kitchen planning bureau has been estab- 
lished by the Portland General Electric 
Company for the benefit of customers who 
are contemplating remodeling or who are 
building new homes. The staff works with 
the owner, planning an ideal arrangement of 
labor saving equipment to fit into the avail- 
able space, and utilizing as much of the 
owner’s present equipment as is possible to 
save expense. Drawings in color are sub- 
mitted without cost. The service is planned 
to tie in with F. H. A. loans, or, on request, 
is adapted to a step by step modernization 


Many of 


program on a cash purchase basis. 


EVENT 


DRAWS 


GROUP 





IMPORTANT 


the company’s customers have already taken 


advantage of this service 


The Setter Appliance She P; featuring elec- 
trical equipment, has recently been opened by 
H. } 2 Kiefler at 4654 Washington Blvd., Los 


Angeles. 


A new electric kitchen for demonstration 
purposes has been installed by Lewis Snyder 
of the W. L. A. Hardware Co. of Los Angeles, 
Calif. Westinghouse and Standard ranges are 
featured. 


A special “warehouse sale’ of Universal 
refrigerators March event for the 
Gevurtz Furniture Co. of Portland, Ore. 


was a 


The all-electric home laundry as a time and 
money saver was stressed by the North- 
western Electric Company of Portland, Ore. 
in recent advertising. A free set of plans for 
remodeling and building convenient home 
laundries was offered to those who called on 
Wednesday, Thursday or Friday evenings. 
Laundry equipment of various makes was 
demonstrated in the company’s display rooms 
all during the month of February. The power 
company does no selling of its own, but refers 
questioners to local dealers. 


An “oldest washer” contest, a $25 allow- 
ance in trade for old washers and a chance on 
a free ironer were all features of the recent 
laundry appliance campaign of Buford’s 
Fresno, Calif. store. 


The Kelvinator Sales and Service Co. of 
Sacramento Calif. announces itself, as a joint 
venture of H. F. Hart, formerly manager of 
the electric appliance department of Hales 
Bros. and Don Gordon, who has been for ten 


R. J. Murray, head of the Mur- 
ray Company at Honesdale, Pa., 
tells S. Einstein, vice president 
of the G. Fox Company, Hart- 
ford, Conn., what it is like to 
sell in a small town where sell- 
ing a lot of goods to a few 
people is the problem rather 
than selling a few goods to a 
lot of people. 
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Record stoker volume for Combustion- 
eer, Springfield, O., have forced ex- 
pansion. Formerly a subsidiary, the 
Company will now be known as Com- 
bustioneer Division of Steel Products 
Engineering Company. Left is R. C. 
Goddard, director of the parent com- 
pany and vice president in charge of 
the stoker division while at the right 
is J. E. McAdams, president of the 
Steel Products Engineering Company. 





years active in the selling of Kelvinator equip- 
ment in the California Territory. 


A Westinghouse refrigerator was given 
away as a prize in the cake baking contest 
at the Centennial Cooking School sponsored 
by the Federated Women’s Clubs of Spokane, 
Wash. as anrounced by The Palace of the 
city, whose electric appliance department 
features this equipment. 


Albert Rives of Portland, Ore. and formerly 
an electrical contractor of Spokane, Wash., 
has been placed at the head of the electric 
service, wiring and fixture department in the 





David Ovens of the G. B. Ivy 
Company, Charlotte, N. C., tells 
some stories to A. M. Sweeney, 


sales manager of General Elec 
tric's specialty appliance sales 
division, at the two-day confer- 
ence on department store mer- 
chandising problems held at 


Nela Park, Cleveland. 











Brown-Johnston Co. The quintuplets, on the occasion of t 











Vf company has made many appearance of the movie in Sacramen 
g anda tions to its old juarters. The Calif., provided the excuse for a twelve I 
wer floors of the new building are devoted special section of the Sacremento Bee, 
to a main display room having an area of | which advertisements of electrical safeguar 
ibout 3,200 sq. ft. The entire inside of the | to the babies’ health occupied a promin 
building is painted white, while the outside is part. During the week the picture 


finished ina modernistic effect in aluminum, shown, local at pliance dealers arranged 


KER | INE th a green trim. The entire top floor is | a display of electric refrigerators in the lob 
set aside for metal working, lamp and fixture | of the theater. 


inufacturing and similar departments. An 








*ntirely shade department room enclosed 1 wry , ;, 

x ¢ tire v new shade depa 4 — chi : h Fresno. California held its spring appliar 

. in glass and th ample lighting throug | o oT ss 

priced to compete se ae Se ea 8 8" | show on March 12 to 14, combined wit! 
skylights has been provided. , ; . 

‘ cooking exposition and an entertainment pr 


in the small-home market gram put on by radio amateurs. While el 








; Guy Farwell of the Sterling Furniture Com tric refrigerators were to the fore, the disy 
Phenomenal acceptance of —floor plan for display pany has been chosen president of the San | included a comprehensive assortment of ot! 
our 1935 automatic coal stokers. Francisco unit of the Electrical Appliance appliances as well 
stokers has created a busi- —advertising, promotion, Society of Nerthern California for the coming . 
ness volume that, with new sales and engineering as- eal \ hf “old ti sa ; 
search for Id timer’ among wash 
cost-reducing machinery, en- sistance. peare - + eel — 
| : H : — , . and ironers was recently nducted by t 
ables us to announce dras- —participation in local ad- lhe Electric Cookery Council of Southern Seeuth Con , 5 ealicnten: 
: ames . n ( ipany Of OpoKane, as 
tically lower prices for 1936 vertising. ( . will be headed this vear by Harr Ca, “ " trig. 
we) as oa “aeagee - , : 4 ash prizes were awarded the winner 
on regular precision- national advertising on F. Echols of the sales staff of Watson and . 
built Link-Belt models, with stokers; the company’s Wilson, Los Angeles, succeeding Chester H 
new exclusive engineering products advertised in Dye, head of the appliance sales department J. Clark Chamberlain, executive secreta 
features added The line more than 100 trade f the L. A. Bureau of Power and Light. of the San Diego Buraeu of Radio and Ele 
= —- Gomestic to papers. tric Appliances was recently elected president 
300 HH. FP. . en eee oe neni ftheS Yiego Electric Club. The club I 
Backed by a world fa- ~—*t@veling representatives lhe Jarret Hardware Company of Phoenix, f the San Dic gc I lectric C Phe c bh 
ac to help the dealer train \rizona recently celebrated the formal open rticular program for the ye: 
mous, $18,000,000, AAAAI ois salt Se ; eit as lepartment. serving spectacular events in conne 
i ate men, survey jobs and close ing of its new appliance department, serving =f Sep a 
rated company, 60 years in ogiien ’ ‘pape nd cake to customers from ten in Palace of Electricity as tl 


business, is an effective mer- 





sition. Plans for an impressi 


it night. V. H. Lewis 














° = . the ng unti 
chandising program that in- Write for literature and ve of the appliance unit, with sever mas A. Edison are now unc 
cludes dealer plan; we will advise alesmen under | wa 
direct factory financing you if your territory is still 
Oo, ig . a9 5 ise¢ 
on a new 5% plan. unassigned. R ie tee wan os Plerve 7 ee een ee 
LINK-BELT COMPANY Vinet gives up his position of commercial | the cooperative offer made during Mar i. 
2 s anager of the Coast Counties Gas and Elec- ike Cit I e part of the Utah Pow 
2 ? > : ; ° . 
Stoker Division 2410 W. 18th Street Comoat f Santa Cruz to take a similas cht C sear as neratine deal 
Chicago Michigan G ind Electric other induce ts were offered | 
( itH iM tore ‘ ange in W h t 


Send dealer plan to: 
















































and expense, increase your capital turnover and thereby provide you with 


ready cash to take advantage of new opportunities for profit 


Mail the coupon for your copy of our interesting booklet "’The Factor Finds 


specia zed t laur 
Re f elect inge ix month received special iver 
toy W the M h spe il featured by the Lake during March, tw 
Puget Sound Power and Light Company of named “Washer” and ! 1 
Address E. M. Seattle. Was! the publicity as neat home assistant re 
| N DUSTRIAI Closely Tied In With Electrical Business 
PITTSBURGH, PA Che electrical power There are liter ndre t « 
wteetee mat wet Hite wears clk: ban ie walicetions into wh luminum has { 
FINAN CING . ¢ e of the most important ts wa Low first cost, high thermal ar 
world It mushroom electri I ict t gntr ippeara T 
mpared to that of another reduction of inertia, and the non-magnet 
i few years its senior, and one | character of aluminum are responsible for 
t e forme is been closely popularity in the electrical manufacturing Cc 
+ t field. € 
° m e e 1} the aluminum industry. More elec- Reduction of inertia caused aluminum t | 
edin the manufacture ofaluminum , be used in such art s as fan blades an ? 
r ther electro-chemical process, | washing machine tors. Because alun 
you new for the past fifty years, electricity has | inum is light, weighing only a third as mu \ 
indispensible for this purpose. Alum- | as other commonly used metals, it was place 
im, in turn, has served its sister industry | in such portable equipment as vacuum clear 
FINANCING NEEDS “peeerenereeye 
Aluminum was known from the first as ar 
excellent conductor of heat. Therefore it i 
Factoring, which has played a prominent part in the development of the ) 
textile industry for the past 100 years, is today accepted by leaders in virtually 1 
every industrial field as the key to the new financing problems of recovery | 
‘ 4 
Commercial factoring is neither a lending nor a selling service — but an 
immediate solution to a manufacturer's own financial problems. It will im- n 
prove your balance sheet ratio, relieve you of all credit and collection risks ; - ‘ 


Fresh Fields’’—-and for the other facts on factoring as it applies to your 


field and your firm 


COMMERCIAL FACTORS CORPORATION 


TWO PARE AVENUE, NEW YORE 


<< OO 








A table lamp made of spun 
COMMERCIAL FACTORS CORPORATION, aluminum. 
Two Park Avenue, New York 


Send your booklet, “The Factor Finds Fresh Fields,” and 


other pertinent facts on Factoring Various types of refrigerator ice 


Name cube trays and ice cube tray 
doors. These have been made 
Firm Name of aluminum and finished with 





the Alumilite process. 
City State 
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By utilizing service leads, R. J. Con- 
ner of the Conner Radio Shop, New 
Orleans, sold a little more than one 
washer per day during a 60-day co 
operative drive in conjunction with the 
local utility. 


1 such utensils as electr al percolat t 
, 13 , 
valtle molds, flat iron s plate i man 
1 é 4 . ] 
W € ca t De withdrawn ICh 
, 
Irigera iminun t ed, a 
r instance € at € 
g ¢ \ i 
‘ rie 1 i l n | 
ne Tt the eta 
a and mode 
V eme 1s ite 
al 5 rel ghits, 
ich \r 
¢ cic tr al 
bs bv wl 
Crumpk 
I { 
le 
he ‘ idicated show 
‘ num | been 
} not an\ 1d¢ 
ealu elf. B ave 
ears; b 
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Texas Maytag Group 
Does $1,500,000 in '35 


CISCO, TEXAS—Maytag Southwestern 
Company, distributors of Maytag Washers in 


Texas, reports that 1935 was the record year 

n its existence, having sold washers in retail 
: pert 

ilue of close to one million and a hal 





Also January sales for 1936 were 332 units 

head of January 1935. At the end of Feb- 
airy over 500 units ahead of last year. 

s indicative that Texans are interested 

juality merchandise Walter Rog« rs, Presi- 

of Maytag Southwestern Company, 

it that 87 percent of the sales in 1935 

ere the aluminum or best wasl er, and only 

$ percent were the lower priced models. 

lexas is the leading state in the country in 

this respect. 

The « hamy ion dealer organization for the 
month of January is MAYTAG—S. R. WOOD 
COMPANY, dealers in Eastland County, 
which sold 81 washers for the month, all of 


, , . , 
h were aluminum or the quality model. 











This is nsidered an outstanding a 

ent inasmuch as Mr. Wood’s organization 
ly has a population of 34,156 
That farm purchasing power is rising is 
licated } fact that 62 of these sales 
re on the gas models, wl ich is the washer 
oline engine « julpped for farm homes 
thout electricity. 


WARDELL MONTH 
DETROIT, MICH.—To celebrate the 701 
rthday f Fred Wardell, pre sident of the 
ireka \ m Cleaner Company, Detroit, 


\I Nati nal Distributing Organiza 


n of the mpany designated March as 
Wardell Month” rding to A. L. M 

urthy, vice president and general manager 
lhe special for the month was an offer of 
$8.50 wort! f attachments free with « 




















PRODUCT OF 
GENERAL MOTORS 


| oar Se 
ali¢g rd 
%, 

% 
o* 


\ 






~~ 
~ 


Small wonder that washing ma- % 


,Oro** 
a 


chine manufacturers exercise so 
much care in choosing an electric 
motor. For the motor is surely the most vital 
part of the washing machine. The agitator 
won't “agitate” —the wringer won't “wring” 
—vunless the motor itself performs with un- 
failing regularity. Perhaps this explains why 
so many washing machine manufacturers 
standardize on Sunlight motors—and why so 
many washing machine dealers find Sunlight- 
powered washing machines easier to sell. 


SUNLIGHT ELECTRICAL COMPANY 
WARREN, OHIO 


MOTORS 


—#LOo=-rZzcwnwn 
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ice Merchants Protest 
Electrical Advertising 


JACKSONVILLE, FLA.—Exception to the 

REFRIGERATORS | “unfair”? advertising of the electrical depart 

| ment of this city has + taken by J. K 
David, president of the Florida Ice Mar 

tells ros ects | facturers Association, a has protested 1 
p p | the city commission that it is not the pr 

“ul “ vince of the municipality to run idviaticlen 
Wh t B It chet eahanced the sale of a particular cor 
ere 0 Uy | modity over that of a competing commodit 


} David contends the city has the right 1 
urge the use of electricity by housewives b 


> , > feels | she suld ot try to foster the sale of 

In 960 classified telephone books, covering [iim i ? 
‘olin € mmi ssioner E. FE. \nders 
the Public | lit : Dep artment said he w 


almost 20,000 communities, reaching over [iReeummmmuummmces 


the business of thet preted oa t} 
14 elele) elele) h b He) courts had ruled the city might operate as 
J J te i=) ©] ej al= SU scr ers. privately owned concern and use the sat 
methods of increasing the municipal busine 
that are employed by privately operat 
itilities 
z Anders admitt 
vertisement to which the ice manufactur 
took exception could have been worded 
little differently and promised to read 
advertisements before they were inserted | 
his department with the idea of deletir 
words or phases that might be construed a 
being discriminating against private busines 


ae Auto Lamp Prices Down 
—— IAT - ; = CLEVELAND, O.—The Incandescent Lat 
ws HI. R. BAIN Co i a 
& ee 0} Department of General Electric Compar 
 ] = - “ ‘ . at Nela Park, Cleveland and the Westir 
S nate house Lamp Company, Pcs yunces sweeyT a f 


price reductions in px pes of its aut 


mobile lamy yr "Marck Ist 


TA 
Btaces 


ed, however, that the a 











Two lamps, for dashboards and 
othe li services, oe a opular 'b 
- for tail lights and for | wking p urposes art 
Hotpoint has authorized its trade- - ben ggg oe tee cabiasate singh meer -s 
weeee yrices I naveragi ) > per cent In 
mark to appear in all Classified . e list odes f double-bar filament headlight 
Dull also announced 


Telephone Books throughout the ool Premier Salesmen in 
nation. Under that mark the _— Contest 
—_— authorized distributors and dealers = CLEVELAND, O.—The Western and $ 














a. . £ . — : Me thern Divis f the Premier Division of the 
BAWA YS.b9b0n6 sienctony will arrange for their listings. Electric Vacuum Cleaner Company, stag 
. ——. a tug-ol-war contest re ently and finished uy 

_=- See to it that you are there. Sia’ eahie cis sens oh aaeéh. “Wieeaniont 
BALTIMORE : When prospects say, “I want a started December 30 and ended on Februar 


Hotpoint Refrigerator,” they'll look ’ __ Stale Fremiee motile 8 and 42, ane a 





‘ pp : ; a t es we eat ec and pi 
in the classified. Hotpoint’s adver- were ca : salesmen making 12, 15, 18 and 24 
= “ sale he ieee eos isted of suit Ahs.ing 


tising will direct them to look there — hoes and other items of clothin 
under “Refrigerators — Electric.” ' a_i Outen Jubilee 
If you are listed, you get your BL FFALO, N. Y.—Adam, Meldrum & As 


: < . Bu ffal on irtment store, staged it 
share of the business. If you're ee own Golden Jubilee recently with a show rut 
Wi lee for three ha Advertising featured ol 


not, you don't. ALI a 











pliances and early lighting jobs of whi 

the store was the first to capitalize in 1886. 
\ number of manufacturers, the Electric 
. ° League f the Niagara Frontier ind the Buf 

directory representative. i An Ntenasel Whecedie Commany ell caoparett 


AShiand O111 in the celebration 
: NESCO BUILDING 
DEMONSTRATION KITCHEN 


MILWAUKEF, WIS.—An important fact 
in future development of the House-furnis 
ings Field will be a Home Economics Kitche 
I v under construction at the iianen Pansie 





ES Just call your local telephone | 











Ss 
4-532 , ons , : 
F908 The Kitchen will be completely equipp 
with ever\ modern culinery device 
+ ¢ | acce ry. In complete charge of daily oper 
— a wwHERE tions will be a nationally famous Hor 
ait TRIB! Economist who will devote her entire time t 
DI> aie 08 sper , , 1 
an LESTE Hes practical kitchen operations, the testing 
gjestee pon THe! - sLERS : recipes and the creation of many new dishe¢ 
9770 619 wig tnt 4 espec all for Automat Electric Roast 
—_ 16 ; 
— ot a wan Cooking and tor use in connection with t! 
——— — 0203 w 558 wae eal . Nesco Kerosene Stove ind Ranges It w 
a gel” + , , - , ° 
< —— — ye Few - provide a practical ba for the mechani 
. , > , 
garenwea ~~ qa30 7 perfection of Kitchen Equipment Irom t 
“we tert ; 


Ihe new Kitchen will be working under t 


ey OFBRIEN HACHINERT earnest 333 AM” r viewpoint of the concumes 


supervision of Mr. Herbert J. Noon, Cl 
Chemical Engineer, and Head of Nes 


i a os - a - oes i b It “sth 
HOTPOINT ‘DEALERS - ORDER YOUR LISTINGS NOW Gece ty the tells and Up the eomeeen 


| through this new progressive step by Nesc 
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102 Refrigerator 
O SERVI 


Jess MCLARKY, HeeY 


cH Sxipmore, Pre 


Electrical Appliance Company 
or WicHITa FA _ 


TREET 


Wichita Falls. Texas 


Electric Company : 
int Refrigerator ¥ 
Dallas, Texas 


General siiinins 


Hotpo 


e Se vicLeod, Di 





Attention: 


Gentlemen: 


On March 15, 1935» 
Company here- During the 08 
all mv and two (102) Hotpe : 
a A service complaint a any 
these owners is 4 pooster: 


etrical Appliance 


r we sold one- 

nee of the yo@ an 

a Refrigerators. We wo - 
one of them. Every on 


we opened our Ele 


for this climate, 
atest ease- Our 


1 
andle sever@ 
j ffers to han 
ag i j 4 we 
SS a ae so well satisfied that 
but we @ 


cpr t re Tt £' r . 
ope: r ri erato outlet 
r 


‘ust made 
sor, jus 
; da compres a 
Your ruggé® te ee ee & 
bles us to whip competitio 
enaod aa 
success has brought A 
other well-known es I 
int to remain an exclus : 
miei for ourselves in 


e 
t igeretors 


a minimum perfeo) Hotpoint Refr 
j . 0) Hotp nt 
ad and fifty Mero sopulation. 
,6C 


We nave set 

19450 of two-hundre . . . if 

n hi Ss a cit JL | 

i Wict jta ra , | | oie 

°) nda ate ou confider in your line, we have usv 

ic r j ance i! : 
«ner $ 8) : Hot nt ign n -inch Jeon letter Se 

t ~y int sig in 14 n 

r @ } poin Sig+ 

» ft Ho y + 

1 250 

- Very tr uly yours, 


ELECTRICAL APPLI E CO, 
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les in 9 months 


CE EXPENSE? 
LL PROFIT 


OTPOINT Refrigerator retailers 


everywhere report increased 


| 


Treasurer 





bas 


sales...and increased profits. 
Hotpoint’s super-service mechanism 
reduces service complaints to a min- 
imum. Satisfied, enthusiastic owners 
become boosters and help sell other 
prospects. One sale leads directly to 
another. Hotpoint’s twelve models. .. 
deluxe, standard and Thriftype ... 
with new styling and advanced con- 
venience features . . . gives you a line 
that meets the needs of every family. 
Write today for franchise details. 
Hotpoint Refrigerator Division, Sec. 
EM4, Nela Park, Cleveland, Ohio. 
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New Di 6 ] : by, * ‘ | 


Leonard Refrigerator Co. \. Wayne Merriam Co., Schenectady, N. Y. 
Colen-Gruhn Co., New York City. Harry Tugg, Toronto, Canada. 

Shapiro Sporting Goods Co., Newburgh, R. A. Brown Automatic Heating Co., Okl 

N.Y homa City, Okla. 

Beacaire, Inc., Rochester, N. Y. Marshall Field, R & M Sales Co., Charlott 
Morris Distributing Co., Syracuse, N. Y. Mich. 

| tr 3 
4 
\ 
\ 
P. 







































iffalo, N FE. Garnich Hardware Co., Ashland, Wis 


| City Distributing Co., Springfield, §¢andard Electric Stove Co. 
W. C. Teas Co., Chattanooga, Tenn 


Si wt 


rnold Wholesale Co., Cleveland, O John A. Campbell, Dallas, Texas 
ersinger Supply Co., Williamson, W. Va. | Bushwick-McPhilbin Corp., New York Cit 
Otis Hid len . .? Ls uIsVIle, Ky. O.S. Stapley Co., Phoenix, Arizona 
SCI aster Electric Co » Cine innati, O. Frankelite Co., Cleveland, O. 
Cloud Bros., South Bend, Ind. W. A. Roosevelt & Co., La Crosse, Wis 
Vaylor Electric Co., Milwaukee, Wis l'ropical Freezer Equipment Co., Dayt 
Fargo Paint & Glass Co., Fargo, N. D. 


— Pe “age Beach, Fla 
Byck Electric ¢ , Savannah, Ga. Gerlinger Equipment Co., Toledo, O 
Pe islee Ga ilhart € , Da las, Texas. 


Graybar Electric Co., Salt Lake City, Utah. Perfection Stove Company 





A factory display room where architects and prospective buyers may visit and Mills-Morris Co.. Little Rock, Ark Strauss-Bodenheimer Co., Houston, Tex 
nspect actual installations of water heaters and space heaters is a recent innova- Mathews Furniture Co., Montgomery, Ala. \. A. Schneiderhahn, Des Moines, la 
tion of the Thermador Electrical Equipment Mfg. Company, Los Angeles. Stoehr & Fister, Scranton. Pa. R. S. Proudfit, Lincoln, Neb 


Marquette Equipment Co., Peoria, IIL. Stewart-Warner Corp. 
Atwater Kent Brown-Dorrance Electric Co., Pittsburg 

Gravbar Electric Co.. Seattle, Wash. Pa. (Succeeding Hamburg Bros 
Corozone Front Company, Wheeling, W. Va 


Union Electric to Pay Dealers 
Walter M. Ballard Co., Washington, D.C. | Fairbanks-Morse 


And Salesmen for Electric Range Sales siiiti's Saunders, Boston, Mass.) Eshelman Supply Co., Lancaster, Pa 


$5 Dealer Allowance Feature of New Campaign 
Copco and Mountain States 


OUIS, MO.—A new electr | amet ie | 4 Set 4,000 Unit Range Quota 


_ \ FOR ( ‘ ‘ ; - es ' P } . 
1EDFORD, O ur we selected ou Crosley Goes to 5-yr. 
pect Irom an ¢ nom viewpoint and 
— ter 1 to 1 selected list unt Guarantee 
‘ ey either bought, died or moved away,” 
bs ( 1 Gler ] n, vice president in charge CINCINNATI, O I} week the Cr ¢ 
30.00 a] { The Califorr Oregon Power Rad Corporation announced a five ‘ 
( NI iM t State protection plan or Shelvador ele 
$ p ( \ Ore ncing efrige it an added char 
126 ‘ re t meeting 4 g tq r 
. ! | i \ ed, a! Cie . ts VEE . Cr 
\ \ ntinue to follow ributors, H. | Richardson, general sal 
> he | This vear manager, Cr ley R: 1 Cc rporation, stated 
na ta of 4,000 | that the plan is retroactive and can be applied 
\ g 3.000 refrigerat , and 1,500 water | to all 1936 Shelvador models that have beer 
} ; { eate et ut sold. The guarantee appli both the r 
I ngs were held in Kalispell, nd sealed type mpre 





Mont Alban and Medford, Ore., dur 
ng the week of March 9 to launch the open- Master-Kraft Sales Up 


About to come forward with some new leer - mpsign in war € new , 

appliance selling wrinkles is F. A. Ma- Westing ise “Dictator is being featured SPRINGFIELD, MASS Harvey Whippl , 
thes, Jr assistant new business man hese meetings were addressed by Berkel \ Inc rporated have enjoved a 173 ‘ ( increase 
ager Tide Water Power Company tI | Vv, executive secretary, Northwest Ele« in sales to date this year over the same 


, tric Light & Power Association, Portland, | period last year. This sales increase is pat 
ee we Se Ore.; William A. Cyr, associate editor, Elec- | ticular! gratifying in view of the fact that 
. o * o INCISCO; and h ‘lz Master Kraft sales in 1935 were considerably 

Housefurnishing Association Westingl ist Electric & Manufacturing Com- ahead of any previous period in the company’s 
SANTA CRUZ GIFT ORDERS Elects Officers h ' 


BRING APPLIANCE ORDERS = \\ H. Doherty, president of Queen Manu 





] gCompar Cc! ago, has been ele ed 
( resident of the National Housefurnishing 
es Gas & tric Compat tri- | Manufacturers A tion for 1936. He ha 


1OPR w n the first ex 


10-16, 






4 5-Year Guarantee for 5-W 
: tit CHICAGO, ILL.—Stewart-Warner 


YS retr 


Reversing the usual role: Governor ‘‘Happy” Chandler of Kentucky, right, puts on 


Oo | larv. 9 73 a demonstration of some Stewart-Warner refrigerator features for the benefit of 
February ir W. W. Thorsberry, president of Louisville's Gas & Electric Shop, local $-W 
‘ : distributors. 
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ZZ POP IE. 
Fw THIS QUESTION 


"Is at possible to wring fine 










woolen blankets and silk lingerie 


































without injuring the fabric ?”’ 










* YES, IF YOU USE A LOVELL WRINGER 
with adjustable pressure. Silk and wool are made 
from animal fibres and will not withstand the high 
pressures that you can use for cottons and linens. 


But with this Lovell wringer you can control the 
pressure. Each quarter turn of this wheel increases (or 
decreases) the pressure by approximately 10 pounds. 
It gives you any pressure you want from several 
hundred pounds to zero. For this reason you can 
safely put silk garments through a Lovell wringer 
by simply reducing the pressure to a few pounds. 
And here’s something interesting! Domestic science 
experts actually recommend 
thelaundering of blankets by 
using only the wringer that 
is on your electric washer. 
Of course the wringer must 
have adjustable pressure 
and the pressure must be re- 
duced to only a few pounds. 





Then you merely soak your 
blankets in thick, warm suds for a few minutes and put 
them through your Lovell wringer. Repeat this opera- 
tion four or five times and the soil will disappear 
completely. No other action is necessary. 
This is why a Lovell wringer is correctly 
called a Pressure Cleanser. It not only ex- 
tracts the soiled water but with it thousands 
of minute particles of dirt and soap. And 
any washable garment that passes through 
the rolls of a Lovell Pressure Cleanser 
becomes cleaner because of this action. 


LOVELL MANUFACTURING COMPANY « ERIE, PA. 


2 Explained in Lovell’s new 48 “page booklet, 
“The Way to Cleaner, Whiter Clothes,” sent free! 
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hree Leaders 


. to attract 
Fan Prospects 
to Your Store 


These three popular-priced attractive Wagner 
fan items have consumer appeal. They are leaders 
that will create interest in fans generally and so 
offer you further opportunity for sales in the 
higher-priced, higher-profit items of Wagner's 
comprehensive fan line. 





Wagner 8-Inch 
Non-Oscillating Fan 
List Price $3.95 


— 


There will be profits made by dealers in electric 
fans this season. Now is the time to take advan- 
tage of your opportunity by lining up with 
Wagner to get a bigger share of this profitable 
fan business. Every Wagner fan is a good fan. 
Each is priced to appeal to the thrifty buyer. 
Each carries a liberal margin of profit for the 
dealer. 





Wagner 10-Inch 
Oscillating Fan 
List Price 89.00 





™% Somebody's going to make lots of 
Will it 
be you? Get full details of the 1936 
Write today! 


x money selling Wagner fans. 


Wagner fan program. 








Wagner 10-Inch 
Window Ventilator 
List Price 87.50 


Wagner Electric Grperation 
6400 Plymouth Ave. St. Louis, U.S.A. 
TRANSFORMERS FANS 


FF236-2A 


MOTORS BRAKES 





PRACTICAL 


RECORDING 
THERMOMETER °18 


MOTOR OPERATION RECORDER $21 


IN a recent survey, 
made by a large 


of 


Dependable, easy to use instruments 
Guaranteed Satisfactory to you Or your 
money refunded. Each instrument makes 
24 hour record on 4 inch chart. Pen 
arm built into door, so pen swings out 
of way when changing chart. Bakelite 


manufacturer 


refrigerators among] | gS h2 wT raked Zone 


-/4 


“Furnished complete 
with supply of 
charts, bottle of ink 
and carrying case. 
Write for descriptive 
folder and 15 Day 
Trial Offer. 


their dealers, Elec- 
trical Merchandising salle 
InstrumentCo. 


2709 N. Ashland 
Chicago 


again came out on 





top—with 45% more 











mentions than the 
—e A 
second publication; 


58% 


Consistent 
more than the 


Cam pat gn 
third publication 


in Electrical Merchandising will 
help increase your sales among 
the worthw hile, profitable deal- 
e ers of electrical appliances— 
just as it has done for many 


other alert manufacturers. 


May 


More details on re- 


issue goes to press on 


quest. April 20 
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“Stop ‘em one way or another,” 


says Fred Hengehold, sales manager, Mohawk 


Radio & Electric Shop in Cincinnati. One stunt he employs is to use the sidewalk 
display. In March the butchers, the enquirer and the local Norge distributor put 
on a promotional stunt. Fred put a refrigerator in each of two meat shops, well 


manned on Saturdays. 


FRIGIDAIRE SHOWS 
GET CROWDS 


Frigidaire’s three convention 
returning to Dayton recently after con 


tacting the nat 


DAYTON, ¢ 
crews, 
i nal sales organization coast 
a total attendance at 38 
»f more than 22,000 dealers, sales 
men, de partme nt store, 


to coast, po rted 

nventi 

furniture store and 
itility outlet executives 

The attendance total is the greatest ever 

j 


attained at Frigidaire sales meetings, Frank 


R. Pierce, manager, household division, and 

general chariman of the convention organi 
n, reportec 

| 1935 he sal onventions over 

ved the tel b: ms and theaters we 

hartered for the prod ict and plan present- 

ations. Last fall, when we were making uf 

itineraries for this vear’s meetings, we 

red larger hotel facilities and in some cases, 

irge! theate rs Ne Ww attendance records were 

rolled up of which the New York City and 

I e tals are typical J ast year, one 

n meeting was held in New York fo 


all the conven- 
n room would hold. This year, 


, | ‘ 
ngs t a total of more than 2 


upproximately 1,500 persons 
two meet 
,000 persons were 


‘ In Chicago, one meeting last year drew 
1,200 people. This year two meetings drew 
total of more than 2,000. 


MILWAUKEE TO SHOOT 
FOR 10,000 REFRIGERATORS 


MILWAUKEE, WIS 


for greater retrigeration 


Milwaukee is headed 
sales in 1936. Ac- 





ding to an announcement by Frank W. 
Greusel of the Maurer-Greusel Company, 
Crosley distributors, the Milwaukee Electric 
Refrigeration Bureau has been formed and a 
hones of 10,000 units set up for the Milwau- 


kee territ« Ty. 

The plan calls for a six months campaign 
rtising Campaign put on by all 
( mp te ng me seule rs of the trade. The deal- 
of the advertising campaign Is 75 
cents per refrigerator on all d listributor’s de- 


ter Mar h 2. 


and a big a 
er’ Ss share 


liveries made 


SCHOOL FOR SALESMEN 
CONDUCTED BY FRESNO DEALER 


Announcing that there is an acute short- 
age of trained ele trical appliance salesmen, 
despite unemployment in other fields, the 
new Fresno Appl liance Store of Fre sno, Calif. 
pened a tuition-free course in salesman- 
direction of Alfred P. Kramer, 
anager. A classroom has been in- 
talled in the artment and has 
been equipped with projection machines, re- 


jUIPT t 
orded instructions and other instruction aids. 


has « 
hip under the 
store n 


basement dep 





The « rse is open toa group to be selected 
as most nising among the applicants and 
will pr y be planned as a four or six 
weeks jule of instruction. Mr. Kramer 
ame to Fresno nine years ago as represent- 
ative for the Kelvinator Company. Since 


that time he has been for two years with the 
appliance department of the San Joaquin 
Light and Power Corporation and later with 
other Fresno dealers. 


APRIL, 


Leads resulted for his eight parttime salesmen to follow. 


GEORGIA SHOOTING 
FOR 3,500 I.E.S. LAMPS 


A\TLANTA,GA. Power have start 
ed another campaign—this time to sell 3,500 
I. E. S. lamps in a seven weeks period. ‘T 
campaign runs from March 2 to April 18 
featured: a table lan 
a floor lamp to sell at $4.95 and 
ll at $6.95. Terr 
95 cents down, $1 a month. Cor 
will be 75 cents and $1 re 
pectivels . 


SIGHT COUNCIL 
FOR NORTHERN CALIFORNIA 


- hool 


Ge rgia 


The models are being 
at $3.25, 
general purpose lamp to s« 
are .95n 


missions 50 cents, 


authorities, eyesight specialists ar 
repr sane atives of the Pacific Coast Electrical 
Bureau have united in forming a Sight Cor 
servation Council for northern Californi: 
Dr. R. S. French, principal of the California 
School of the Blind has been paste pres 
dent and the board of directors includ 
schoolmen, physicians, optometrists and ele 
trical specialists. Clark Bz iker, bs gee: eer - 
cilor, is executive secretary. ° educati' 
program of the organization is go mee I 
the subjects considered at the first meetin 
1ich covered such topics as the “halons 
the Eye’ ’, “The Effect of Light on tl 
“The Selection of Light” and 
“T. E. S$. Study and Reading Lamp” 





a 











New Telechron Plant 
ASHLAND, MASS.—Warren Telechron 


Co my any, pioneer and leader in the electr 
clock field, has expanded its plant at mnaays 
Mass. by ‘the acquisition of the fact ar 
property —— belonging to the le 


Chemical and Solvents Company. 

Telechron’s new property, originally know 
as “the Sp ring factory”, includes abor it tw 
acres ofland adjoining the Boston an 1 Alba: 
Railroad and a building with a total flo 
area of approximately 10,000 square feet 
which about 7,000 square feet is manufactu 
ing floor space and 2,000 square feet pl 
iorm space. 

New Store At Westfield 

WESTFIELD, MASS.—Herbert W. R 


formerly manager of the Carlisle Hardw 


Company — ympsonville, Conn., and Char 
L. We Tle r, forme rly of Sears Roebuck ha 
formed a Rececies Po and will operate t 
Home Appliance Ss, Inc , at We stfield Ma 


a comp slete line of oil he 
General Electric f 


TI ney will Carry 
ing equiy ment inc luding 


nace and air conditioners, Silent Glow 
burners; Frigidaire household and comn 
ial re frigeratio mn; Apex washers and ir 
and Philco radi 


Klein Signs Two Dealers 
PHILADELPHIA, PA.—Klein Stove C 
pany, Leonard distributors in Philadel; 
announce the signing of Jacob Miller, 
Harrisburg, Pa., as a dealer and Joseph R 
tenberg & Sons, Camden, N. J. > 
nouncement was made by Walter L. 


director of electric refrigeration * 
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SEARS 1935 SALES BEST IN | BUYING SYNDICATE 
FIVE YEARS NOW PURCHASING APPLIANCES 


( HICAGO,ILL.—Gross sales for Sears, Roe- 
ick & Co. in the fiscal year ended Jan. 29 | CHICAGO, ILL.—According to James H. 
ere the largest for any year since 1929. | Parker of the Affiliated Buying Company, 
The total for the fiscal year was $417,080, | Chicago, activities of group buyers for de- 
55 compared with $338,603,706 in the pre- 


23.2 per cent 


In 1929 the company’s 
$443,452,640. 


ross business amounted to 


Corp., 


partment stores are now swinging into the 0 U R C L E A hy E R 
ding year an increase of $78,476,759 or | appliance field. Some of the syndicates are as 
| follows: : 
Associated Merchandising 1440 | 7 . 
Broadway, New York, N. Y. 
Associated Dry Goods Corp., 17 E. 39th | W | th +h i Sy 
St., New York, N. Y. 
Cavendish Trading Co., 180 Madison Ave., 
New York, N. Y. 
City Stores Co., 
iM. 3. 


32 W. 31st St., New York, 


Gimbel Brothers, New York, N. ¥ 

prenet oe Stores, 113 Fifth Ave., 

i ; OTK, IN. ° 

Kirby Block & Co., 128 W. sist St, New VALUABLE PREMIUM 
Ork, IN. ° 


National Department Stores, 
St., New York, N. ¥ 

Weill & Hartman, 128 W. 31st St., New 
York, N. Y 

Block & Kuhl, Peoria, Ill. 


112 W. 38tl 


BIG-VALUE QUALITY CLEANERS 
SAME LIBERAL DISCOUNTS 





put 


well 
ow. 





May Company, Cleveland, Ohio. 

Hahn Department Stores, New York City. 
Home Outfitters, Inc., Grand Rapids, Mich. 
United Furniture Stores, Council Bluffs, 
Iowa. 

Hadley Buying Association, Pittsburgh Pa. 
Peoples Outfitting ii. Detroit, Mic h. 

L. Fish Furniture Corp., 2225 W. Pershing 











p> 







| Road, Chicago, III 
Reliable Stores Corp., Baltimore, Md. 


HAMILTON BEACH 


el 3,501 Over 125 crack Westinghouse salesmen Leath & Company, 28 E. Jackson Blvd., “a “a ° 
: I —‘‘Quota Busters'’—journeyed to Mans- Chicago, III ' GOLD STAR Food Mixer 
\y me ae field, Ohio, recently, as guests of the A. G. Rhodes & Son. Atlanta. Ga WITH ANY 
able lar company, too see the sights and ab- Stern & Co., 712 Market St., Philadelphia, $ 00 
1.95 anc sorb inspiration. Here is R. C. Cos- Pa 
5. Ter grove, manager of household refrigera- Haverty Furniture Co., Atlanta, Ga. HAMILTON BEACH ] O 
th. ¢ tion, giving them a welcoming speech. Sterchi Bros. Stores, Knoxville, Tenn. 


While below— 


VACUUM CLEANER 
No.8 — $34.75 


National Manufacturer & Stores Corp., At- 
lanta, Ga 




































VALUE 











; . is . - om : ; egul -to-date 
Wayne Purchasing Syndicate, Toledo, Ohio. A p= tt 
American Furniture Association, 40 E. 34th | No. 10 — 57.50 beats, wpipe. No bowls 
: St., New York, N. Y N nor stand furnished. Not 
<4 ee 4 he eee Bs o. 10-L — > . 
FORNIA ; Wistens Manhendisies Core. 686 Lake 0 L 59 50 ~ be confused with the 
6 ’ , . I arger Hamilton Beach 
is 3 Shore Drive, Chicago. | Gos Model “‘C 
alists anc 4 Century Furniture Associates, 2 Park Ave., 


New York, N. ¥ 

Kleeman Syndicate, Cincinnati, Ohi 
Maxwell Trading Syndicate, Buffalo, N. Y. 
Retail Stor , Baltimore. Md. 


“| 


Here’s an offer with exceptionally strong ap- 
peal for the modern housewife. An electric 
food mixer — just what she’s always wanted 
Now you can give her this handsome $10 
mixer absolutely free with any model Hamil- 
ton Beach cleaner. There’s double action in 
this offer. It will stimulate cleaner sales and 
develop prospects for the larger and more 
complete Hamilton Beach Model “'C’ 


Dervice 


G-E Radio Factory Branch Established 
NEW YORK Ihe establishment of a radio 
factory sales and service branch at the General 
Electric warehouse, 585 Hudson Street, New 
York City , effective Mar h 11, is announced 





food 


by the General Electric Radio Division, mixer. 
Bridgeport, Conn. The branch will serve as WE ABSORB THE COST — Hamilton 
the G-E Radio distributing agency for the 





Metropolitan New York area, including West 
chester, Nassau and Suffolk Counties. 
Inventories will 
sales, billing, credit and service departments 
will be established. Direction of sales will be 
under Earle Poorman, District Manager of 
Appliance Sales, and D. W. May, District 
Radio Sales Manager, who will continue in 
their present location at 570 Lexington Ave. 


Beach pays the entire cost of this premium. 
We give a ‘Gold Star’’ food mixer with each 
Hamilton Beach cleaner purchased _be- 
tween April 1st and June 30th. You make 
your full margin of profit on every cleaner 
sale. Note: “Gold Star’’ mixers can be 
purchased at $2.00 each F.O.B. Racine, 
to be given with cleaners you have on 
hand. Serial numbers of cleaners must be 
submitted with order for mixers. 

NATIONALLY ADVERTISED - 
These cleaners are not rebuilts, specials 
or close-outs. They are regular models 
with motor-driven beating brush —a 
Hamilton Beach feature that has been 
consistently advertised for 17 years. Dis- 
play material and other dealer helps - 
prepared especially for this offer — are 
furnished dealers free on request. 

Cash in on this unusual op- 
portunity for extra profit. Place 
your order with your Jobber’s 
Salesman Now! 


LIMITED TIME ONLY 
APRIL Ist TO JUNE 30th 


LTON 
CH 





it —C. H. Brock of the Western Public 
Service Company, Chardron, Nebraska, 
| : gets a key to the city from Mayor Earl 
ng vw McFarland of Mansfield for being head 
: ' man, or Rancher, of the Westinghouse 
Quota-Busters. He secured greatest per- 
centage of quota during 1935. 


be maintained here, and 





A flair for dramatics and ballyhoo means more prospects for J. C. Dismukes of 
Greenville, S. Car. Each Saturday afternoon he takes advantage of the crowds to 
dig up leads by filling a washer with soap and water, a shirt or two, swishes the 
latter through the water accompanied by a steady stream of chatter. One or two 
t people stop, then mass psychology gets to work and before two minutes have 
L. Br passed a crowd is on hand. When the demonstration ends most of the crowd 
| leaves, but a few people turn into prospects. 
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Review of New Products 











PROCTOR Iron 


| 2 x Sci r } ir ( ths i 








c « the I 
- 575 w I t D 
Py $2.95 I r Merchandisi» rate dryer pump required, water is dis 
. y 1¢ 4 harged ; oO atic: y into rinse 
APEX Refrigerators \y 13¢ arged automatic ally into rinse tub 
or washer; automobile type water pump; 
. r Corpora n, ( ay O 5 adjustable legs. 
| \-430; A-600; A-650; A-785 Deluxe Double Tub No. 9A 3 equipped 
r r g 





vith finger-touch switch that turns 
motor on off instantly; streamline 
} . ' Y; 
nger; removable guard for safety 
1 ’ ’ : ” y 
Y yt ling: ““Touch Saddle release; 8 
wringer itions; automobile type 





water pump; adjustable legs. 
Round Double Tub 8B-3 equipped with 





new pe safety feed; instant safety 
release; 8 positions; discharge pumy 
pti al 
D Standard K-3 equipped with “Saddle 
sar’ release wringer; 7 lbs. capacity; 
, ivailable with or without automatic 


Ni harge imp. 
\ Leader G-3, 6 lb. capacity; compact 
FAIRBANKS-MORSE ee iaitiie pamela pa 


Refrigerator dising, April 
Fairbanks-Morse & Co., Home 





P i / 
V ( M C-4, ¢ 
C-§. C-6S 
+ ( ! 4, 6.2 
D r , S r v 
i pera g 
- Fe , 
(-4, C-5, C-6, 2 
C-65 
eg te i¢ ' 
t tre ac 
r C-4: 7 elair s 


2 
» 
1900 Ironer 


Hundred Ce 
N.Y. 





’ 


AMERICAN BEAUTY Washer 


G P r Washer ¢ Vorton, / 


rp., Binghamton, 

Model: 612 

Description: Roll long, full open 
end; steel furnished, 
chromium plated or with ivory colored 
vitreous enamel; dual controls; one for 
heat and one for motor; ruby jewel heat 
indicator; finger or knee control; iron- 
ing speed of roll 100 in. per min; ad- 
justable working pressure; clothes bar 
and extension shelf 4% h.p. motor 

Price: $69.90. Electrical Merchandising, 
April, 1936. 


26 in. 


can be 








Vv 
v WESTINGHOUSE Washers 


v 
GRIP-TITE Ironing Set 


Bieber Inc., 1819 Broadway, 
York City. 

Grip-Tite ironing set, consists of 

1 rest which is gripped to ironing 


W nghouse Electric & Mfg. Co., Mar Otto Neu 
} pinner-dryer, 9A-3, 8B-3 Device 
1G-3 tus 


1 ¢ 





water t ilator boat oO prevent iron from burning 
I { 1936 line, 6 perforated cloth, demountable appliance cord and 
ving 12 i give 420 sepa spring to prevent cord from tangling. 
rate water actions per minute; ‘4 h.j Price: $1.50 Electrical Merchandising, 
ed me i rugated April, 1936. 
. teat 
STAR Insulating Beads saa aikt e —" 
Star P ( Trenton, N. ] ; Od ee if ale 
J - ; tir , : zea 
S : 
\ Q c passing 
\\ i Oa;# 
: ‘ 
] $3.9 ( 1-3 St D 8 - 
$1.7 6] \ gs : 
yA / V/ ‘ 
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G-E Fans 
al Electric Co., Appliance & 
Dept., Bridgeport, Conn. 

: Six—3 table, 3 pedestal. 
on: Two table models employ 
‘Trade Wind” shaped and 
to provide powerful air delivery 


Mdse 








blades 


pitched 


with minimum noise, non-oscillating 
model with 8 in. blades, oscillating 
model with 10 in. blades. Four other 


models employ deep-pitched “Quiet” 
blades that afford high velocity with 
practically no 
model, medium sized, oscillating, avail 
able for a.c. or d.c. operation. Pedestal 
models, oscillating, in sizes small, me 
dium and large. 


j 
Prices: “Trade Wind” 8 in. $3.45, 10 in 


sound. 


“Quiet” table 


$9.95; “Quiet” table model a.c. $16.50, 


d.c. $19.50; “Quiet” 
a.c. small, medium, large, 
$18.50, $31.50 respectively; for d.c 


pedestal models, 


$16.50, 


operation, $18.50, $21.50, $35. respec- 


tively. — Electrical Merchandising 


April, 1936. 





use Electric & 
field, O 

Device: De Luxe Adjust-O-matic roaster 

Description: Roasts, 

cooks complete dinner; 

from 150 to 550 


WESTINGHOUSE Roaster 
Westi Vie. Co., Mar 


nel 


1 
Vanes, 
temperatur 


range controlled by 


stews grills or 


dial selector and automatic thermostat; 


signal light indicates when desired ten 
perature is reached; vitreous enamel in 


set has 161% qt. capacity; accommodates 
standard sizes of heat-proof glass dishes 


1-234 qt. capacity. 2-134 ats. 


wit! 


covers; lifting rack lifts all dishes at 


once acts as baking trivet 


when re 


versed; self-basting cover; 1200 watts; 


than oval 
the manufacturers’ 


25°% more capacity 


roaster 


type 
claim; 


black enamel finish with chrome and 


grey trim. 
April, 1936. 





CROSLEY Refrigerators 
Crosley Radio Corp., 


y Cincinnati, O. 
Vode Three all-porcelain cabinets, 


. . . ; 
6 and ¢ cu. ft. capacity, | 


Electrical Merchandising, 


hav e been aGa 


ed to Shelvador line; PGKQ series i 


provided with open-type compress 


unit; PGKT series with newly develo 


ed C 


roslev hermetic tvpe 
is available 
additional. 


$244.95. — I 
April, 1936. 


o-year protection plar 
all new models at $5 
From $181.45 to 


} 


al Merchandising, 


Pr 


ir 


} 


compresso! 
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ploy 
and 
iver) 
ating 
ating 
other 
uiet”” 
with 
table 
vail 
lestal 


me 


0 in. 
6.50, 
dels, 
6.50, 
d \. 
spec- 
sing, 


ature 
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Sponsored by Edison Electric Institute 
and twelve leading manufacturers, ELEC- 
TRICAL HOUSEKEEPING MONTH will 
increase sales and PROFITS for electrical 
housewares dealers everywhere. TIE IN 
with this intensive co-operative promo- 
tion of quality merchandise. CASH IN on 
this national campaign for better busi- 
ness. GET YOUR SHARE of the benefit 
from this co-ordinated group activity. 
Every Central Station, Department Store, 
and Electrical Housewares Dealer is cor- 
dially invited to participate. There is no 
cost or obligation of any kind. Simply fea- 
ture the products of one or more of the 


Contributing Manufacturers listed below. 





Six and one-half glorious days! Transportation 
from New York to Havana and return in first 


class accommodations including stateroom berth 
and meals. A day and a night in Havana with 
two sightseeing trips. Three all-expense cruises 
(or $75 in CASH) given away FREE for the best 
window displays featuring electrical housewares 
installed during ELECTRICAL HOUSEKEEPING 
MONTH — one each to Central Stations, Depart- 
ment Stores, and Electrical Housewares Dealers. 


DISPLAY 
POSTER. 


Install a window display featuring electrical 
housewares and incorporating at least one copy 
of the special ELECTRICAL HOUSEKEEPING 
MONTH Display Poster illustrated below. Pho- 
tographs of displays must be received by Edison 
Electric Institute, 420 Lexington Avenue, New 
York, N.Y., on or before May 11, 1936. In case 
of ties, duplicate prizes will be awarded. Dis- 
play Posters and full information may be ob- 
tained from any Contributing Manufacturer. 















STICKERS & 
NEWS RELEASES 


Contributing 


AMERICAN ELECTRIC HEATER CO. LANDERS, FRARY & CLARK 
MANNING-BOWMAN & COMPANY 
PROCTOR & SCHWARTZ ELECTRIC CO. WATERS-GENTER COMPANY 

ROBESON ROCHESTER CORPORATION WESTINGHOUSE ELECTRIC & MFG. CO 


GENERAL ELECTRIC CO. 
HAMILTON-BEACH MFG. CO. 
KNAPP-MONARCH COMPANY 
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NEWSPAPER MATS 


Manufacturers 


SWARTZBAUGH MANUFACTURING CO. 
THE SILEX COMPANY 
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= CENTURY Fans 
Century Electric Co., 1806 Pine St., St. 
Louis, Mo. 
V 4 “*Zet iif 
Description: Streamlined; s silver fin- 
a against black background; aero-dip 





ades proauces large ve lume, high air 
velocity; oscillating; tilts to any posi- 
tion; induction motor—no radio inter 


ference; speed < ntrol switch; deep 
ponge rubber cushion under base 
d yvered with corduroy protects furni- 
ture and reduces noise; available in 10, 

- 12 and 16 in. sizes; 110 volt, a.c. 
Price: 10 2 speeds, $14.95; 12 in., 3 


speeds, $28.; 16 in., 3 spe eds, $36 
BLACKSTONE Washers Electrical Merchandising, April, 1936 
The Blackstone Mfe.Co., Jamestown, N. 

















Mode 1-FE and 4-EP; S-65 and S-65P 

Description: 4-E and 4-EP equipped wit! 
newly designed bullet-type white por- 
elain t with black trim; new large 
automatic safety wringer with semi- 
1utomati end re-set, instant safet 
release 4-E equipped with gravit 


lrain, 4-EP with pump. 
S-65 and S-65-P, De Luxe 65th Anni 


ary model, equipped with newly de- 





gned streamline bullet-type tub; extra 





arge Hi-vane circulator; 


satety 


equipped with large hand-made ballo 


ls; instant safet release; semi-auto- 
matic re-set lever; automatic roll-stoy 
and automatic water-flume; Sun-tar 


finish with black lacquer trim; chron 





m and satin wringer. S-65 equipped 
with gravity drain, $-65-P with pun 
Electrical Merchandising, April, 1936 
+ v 


BRANNON Irons 
Brannon Inc., 14307 31rd Ave., Detroit, 
Mich 
Models: “Zephyr” Cord-Less-Matic and 

Cord-O-Matic. 

Description: Both models streamlined 
with cooled fin type handle; equipped 
with automatic cut-off and “Heat 
Window” (temperature indicator) or 
adjustable thermostat with dial pointer 





UNIVERSAL 
Sandwich Toasters 
Landers, Frary & Clark. Neu 


indicating various operating tempera- 


Britair ires for all kinds of fabrics; available 











Conn 4 and 6 lb. sizes chromium with red, 
Model: No. E.7760 “ k top combination or all 
t and 
dD | ed with f 100 watts, 110 or 220 
ging grid a flat set for toast volts; cord is permanently attached; 
rge sandwiches, frying etc., and Cor-Less-Matic, 1320 watts, 110 
g waffle 220 volts; cordless model. Electrical 
I ge allows amy Merchandising, April, 1936 
M 
‘ ; / 
' Rimieedisten he ” 
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CLIPSHAVE Razor 








Clipshave, Ir 13 Summer St., Stamford, 
Conr 

D n: Ret es toughest bear t 

( a Ww vying r ge g 

mar acturers claim; no bl. 3, 

hes, water, soap cream or lotion 

needed; weig nly 614 z.; plugs int 





PREMIER Kit a 
) n. Ele V : 


Pr ” rl t, ir? acuum { ner 7 o ‘ . : - — 
Co. Inc., 1734 Ivanhoe Rd., Cleveland, O - 
D Premier De Luxe Utility Kit 
‘ 10 ‘can 
D ‘ r packe 
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1900 Washers 
Nineteen Hundred Corp., Binghamion, 
N. Y. 


Vodels: 545, 555, 565, 595, 707. 

Description: 545, 6 lb. dry weight capacity; 
heavy duty, high side drain board; no 
belt, totally enclosed, sealed gear case: 
“Whirlpool” transmission; vitreous en- 
ameled tub. 
555, 7 lb. capacity; quick release wring- 
er 214 in. balloon rolls; heavy duty, 
high side automatic drain board; out- 
side control; balanced Surgilator. 
565, 8 lbs. capacity; heavy duty, bal- 
loon roll wringer with trigger release; 
balanced Surgilator; ribbed white en- 
amel tub interior; interlock wringer 
head; chrome aluminum lid. 
595, 9 lb. capacity; single vane circula- 
tor; no center post; no belts; heavy duty 
wringer, trigger release, automatic tilt- 
ing water board; vitreous enamel tub, 
white inside; panel control; trap beneath 
circulator catches loose dirt; 8 wringer 
positions; Universal coupling between 
motor and worm gear case. 
707, automatic roll stop wringer; in- 
destructible tub; no center column; 
single vane circulator; automatic timer; 
totally enclosed; waist high control. 
1900 high pressure pump available on 
all models at $5. additional. 

Prices: 545, $54.90; 555, $69.90; 565, 
$79.90; 595, $84.90; 707, $104.90. — Elec- 
trical Merchandising, April, 1936. 


v 





CORRECTION 
In the March issue “Imperial” Silver 
Swan fan made by the Emerson Elec- 
tric Mfg. Co., St. Louis Mo., was in- 
correctly used to illustrate the Wagner 
line of fans made by Wagner Electric 
Co., 6400 Plymouth Ave., St. Louis. 
Mo. Below are descriptions and proper 
illustrations of both manufacturers’ 














WAGNER Fans 


Wagner Electric Corp., 
6400 Plymouth Ave., St. Louis, Mo 
Vodel : Popular-priced 10-in. oscillator 
fan; 10-in. window ventilator; 24-in. 
4-blade, Quiet Air Circulator. 
Description: No. 5260E, 10 in. oscillating 
portable fan has _1-speed with switch; 
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110 volts a.c., delivers 550 c.f.m. min; 
non-radio interfering; rounded base, or 
wall mounting. 

No. 5560W 10 in. window ventila- 
tor removes odors, fumes, smoke, etc., 
from kitchens, bathroom, etc.; 11.. in. 
high, panel is adjustable for windows 
23 to 36 in. wide; mounting panel 
finished in gray. Single speed, 100 
volts, a.c. only. 

S60UA 24 in. 4-blade air circulator; 
2 speeds; 110 volts, a.c. on!y; comsumes 
270 watts (high speed) 170 watts (low 
speed); totally enclosed, induction mo- 
tor; chromium blades; baked-black en- 
amel motor, guard and mounting-ring; 
available with wall-bracket, counter- 
column or adjustable floor column 
mountings. 

Multi-Blade 16, 18, 24 and 30 in. ex- 
haust fans for ventilating industrial 
places also available. 

Price: No. 5260E, $9.00; No. 5560W, 
$7.50; No. S60UA, $49.00; exhaust fans 
from $54 up. — Electrical Merchandis- 
ing, April, 1936. 





EMERSON Fans 


The Emerson Electric Mfg.Co.,St. Louts, Mo. 

Models: “Imperial” Silver Swan; 16-in. 
Overlapping Blade fan and improved 
line of ceiling fans. 

Description: “Imperial” Silver Swan, No. 
7250, 10 in. single-speed, oscillating fan, 
modern design with new overlapping 
blades; black satin finish over all parts 
except chromium guard, toggle switch; 
induction motor; finger-tip control of 
oscillation from 90° to any lower or 
stationary position. 

16 in. Overlapping Blade fan supple- 
ments 10 in. and 12 in. fans announced 
in 1935. Equipped with “fingertip” 
control; black enamel motor base and 
guard; semi-gloss black lacquer blades 
30th above fans carry Emerson 5 yr. 
guarantee. New 2-piece oil cup and 
switch fitter now standard equipment 
on all Emerson a.c. ceiling fans; switcl 
cover may be removed and fitter for 
unit glassware put in its place without 
disturbing any part of bearing assembl; 
or breaking original factory oil seal; 
oil drain plug in oil cup permits drain 
ing and cleaning without dismantling 
or removing fan from ceiling. — Ele 

trical Merchandising, April, 1936. 


v 
CROSLEY Koldrink 


The Crosley Radio Corp., Cincinnati, O. 

Model: G8G Koldrink bottle cooler. 

Description: Has a capacity for about 125 
12 oz., 152 6-0z., or 40 half-gal. bottles; 
sufficiently high for half-gallon bottles 
to stand upright; sliding top; employs 
Crosley commercial self-contained re- 
frigerating unit; equipped with cold 
control; 14 h.p. a.c. motor; also avail- 
able on 32-volt d.c. at slight additional 
cost; dark green or red finish; Dual Tub 
providing dual temperature with wet 
and dry refrigeration may be had for 
$3.95 additional. 

Price: $99.85. — Electrical Merchandising, 
April, 1936. 














W 
Wesix | 
San Fri 
Models 

mode 
Descrit 
pater 
elem 
1-pie 
diffu 
capa 
high. 
mod 
with 
type 
1500 
ous 
table 
acid 


Elect 





Ste 


Model 
Descri 
indi 
thu 
hee’ 
550 


Ve 








Od¢ 


Deses 


m 
un 
br 
ag 
Sei 
De 
sa! 
SW 
mi 


so 


SLE 





In; 


NG 








WESIX Water Heaters 


Wesix Electric Heater Co., 390 First St., 


San Francisco, Calif. 


Models: Table top model and tall square 
model. 

Description: Both models equipped with 
patented duplex or “figure 8” heating 
element; Kercher thermostatic control; 
l-piece built-in heat trap; cold water 
diffuser; table top model, has 30 gal. 
capacity; 2500 watt element; 36 in. 
high, 23 in. wide and deep; tall square 
model available in 30 and 40 gal. size, 
with single or double units; single unit 
type, 2500 watts; double unit type, 
1500 and 2500 watts; available in vari- 
ous colors—standard finish, white; 
table top model equipped with white 
acid resisting porcelain, Monel or Duco. 
Electrical Merchandising, April, 1936. 


v 





SUPERSTAR Iron 
Stern-Brown Inc., 257 W. 17th St., 
New York City 


Vodel: Superstar Indicator iror 


Description: Thermostatically controlled 


indicator makes iron semi-automatic; 
thumb rest; streamline design; 6 Ib 
heel rest; 2-tone handle; 110-120 volts, 
550-600 watts; a.c. or dx Electrica 


Merchandising, April, 1936 





COOPER Tray-washer 
Cooper Tray Washers Inc., 
5388 Howard St., San Francisco, Calif. 
Description: Washer and wringer to be 
mounted on present laundry tubs; al- 


uminum housing finished in color; 


bronze and steel cut gears; bronze 
agitator shaft, aluminum agitator; 
sealed mechanism; streamlined, Lovell 
De Luxe wringer, 214 in. balloon rolls, 
safetv release and roller tension screw, 
swings to 8 positions; GE 14 h.p. rubber 
mounted motor; operates from light 
socket. - Electrical Merchandising, 
April, 1936. 





























The Line of 


Least Sales Resistance 


A Large Volume 
and Velocity 
of Air 


“‘Quiet as the Night’’ 
« 
Correct mechanical and 
uero-dynamic design of the 
NEW aero-dip blades 
makes the entire blade area 
effective # # More air is 
dipped” up at each blade 
revolution —the high 
blade speed insures high 
uir velocity ® w# “Quiet 
is the Night’’— the air 
path across the revolving 
blades resembles a con- 
tinuous spiral—decreases 
| ai€ resistance — reduces 
air Noise to a whisper. 


>LECTRICAL MERCHANDISING—APRIL, 1936 


Styled for 1936, the New Century ZEPHAIR Fan Line is the smart- 


est merchandise to pass across your counter—AT A PROFIT! * * * 


Every line in the new design is an appeal to the pride-of-owner- 


ship that lowers sales resistance. « *« *« Call your Distributor — 


among other things he will demonstrate the “Famous Four” prin- 


ciples that insure genuine fan comfort « * *“Quiet as the Night” 


ASK FOR BULLETIN 46 


CENTURY ELECTRIC COMPANY « 1806 Pine Street, St. Louis, Mo. 


Offices and Stock Points in Principal Cities 
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SELLING 





Review of New Products 





i =—s sd 


ETL’'s refrigera- 


tor test equipment 
has been taxed to 
the limit for some 


time. 

Selling will be 
on the basis of 
FACTS. 





PEMCO Beverage-Food Cooler 
Porta Elevator Mfg ¢ Bloomington, 





Vod 74 1112 
Description: Coml t rage-fe 


SELLING 
1 &ee N D 


1936 electric . finish; Kim 

ranges on test ; 

at ETL feature milk depot i oan aa 
controls, indi- Ver en ay 1, 1936 , 
cators, alarms, 
lamps, clocks, 
outlets and cig 


arette lighters. 





NATIONAL Washers 


Air condition- 


Vational M rLo., Springfield, OU 

: Vu l-52, De Luxe T-52 and T-48 
ng tests are 

ie > Description: Equipped with Curvator 

more numerous 8 emg gpeedins Bey = 

Sta-H 


ever before shitenaan Vel pte pra Mie: 


and steadily in- n either nd reset lever; | 





creasing. 
Provable facts undising, April, 1936 


seem to be the VIKING CirCOOLator 


J Y fir Cond Corp.., 1935 


S E L L | N G sie Real doen Cl Jand, 0. 


Description: Equipy th He 


Diade lan, il m.; ljustabk 





with | 


ELECTRICAL edestal legs to raise CirCOOLator 61, 
TESTING x * one vp 


LABORATORIES 


80th Street and East End Avenue except r finish, adaptable tor atti 


New York, N.Y sade Eaiein eieitemednne aalienias lle. 
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Price: De Luxe Model $145.; Regular 


canvas connection and automatic swit h 





which starts fan when trap door 1s over, 
at additional cost; weather proof shut 





ters and roof fittings also available at 





additional cost 






model $115.; Pedestal legs $25.: Attic 
Fittings $35.; wall bracket $25. root 
fittings $55. weatherproof automatic 
shutters $25. —Electrical Merchandis 
ing, April, 1936. 














G-E Radios 
al Electric Co., Appliance & Md 
Dept., Bridgeport, Conn. 
Vod \-205 ““True-Audio-Fidelity” con 
ole and A-208 ‘““True-Audio-Fidelity’ 
radio-phonograph combination. 






D ription: Each model equipped wit 
20-tube high fidelity chassis empk \ 


ng 2 separate circuits—superheterodyn« 





rcuit affording reception on 5 bands 
140-410 and 540-41,000 k.c. and a tunes 





io-frequenc circuit designed f 
iwh-fidelity reception; two 11 
“Stabilized dynamic loudspeakers; “*S 


ling-Rule tuning scale”’: “Sentry Box” 
**Permaliner’’; 11 metal tubes automati 
rd-changer in A-208 acx 


FIRE TENDER Stoker 





: : re 1 mmodate 
7 I] mb & H V Cr ndia . j 
nb © ] ao . ne 10 in r eight 12 tn. records anc 
if na } 
. i tomatic stop for playing recor 
V »_F automat 1] burner wink . . 
Description: Designed to feed 20 Ibs. « gs gy ag yp eg ny 
“ 00 } f Price: A-205, $600; A-208, $750 L 
: ‘ rical Merchandising, April, 1936. 
r ) I 
‘ f es cor 
( toma 
++ wag” ‘ " 
! r e | wa _ pe 
2 . : 
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r t i i me il; — = 
f ersize far adi . 
eT t 
4 em ¢ 





BLACKSTONE Ironer 

The Blackstone Mfg.Co., Jamestown, N.Y. 

Vodel: B cabinet ironer. 

Description: Equipped with removable 
steel cabinet top; sliding shelf at oper 
end of roll; roll 26 in. long; 6 in. diam 
fully automatic; finger-tip and kne¢ 
control; ivorv finish. Electrical Mer- 

andising, April, 1936. 





EMERSON Radio 
Emerson Radio & Phonograph Corp., 
111 Eighth Ave., N. Y.C . 
Vodel: 119 
Deser plion: 3 band, 6-tube a.c.-d.c. mod 
el; metal tubes; 8 in. dynamic speaker; 
Emerson “Micro-Selector” tuning; auto 
matic volume control, tone control. 
Price: $39.95 Electrical Merchandising, 
April, 1936. 





G-E Coffee Maker 


General Electric Co., Appliance & Ma 
Dept., Bridgeport, Conn. 

Vodel; “Simplex”? Coffee maker for 
with electric ranges, hotplates or sm 
electric stove especially designed 
accommodate it. Pyrex glass bow! 
hina drainer: 6 or 8 cup capacity; sto' 
has glow-coil heating element; chro 
finish; molded-plastic coffee measuré 

Price: $4.95 with or $2.95 without sto 
Electrical Merchandising, April, 1939 
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WESIX Bath-A-Matic 


Wesix Electric Heater Co., 390 First St., 
San Francisco, Calif. 

Device: Automatic bathroom heater. 
Description: 


“Economizer” thermostat 
controls temperature automatically; 
gives radiating and circulating heat; no 
fans no radio interference; patented 
construction provides double air space. 
keeps back of heater cool and directs 
warm air away from wall into room; 
1500 watt unit; available for wall or 
flush mounting; non-rusting chromium 


finish. 


Price: $29.50. — Electrical Merchandis- 


ing, April, 1936. 
= 





ELECTROMASTER 
Water Heater 


Electromaster, Inc., 1803 E. Atwater St., 


Detroit, Mich. 


Device: Deluxe water heaters. 
Description: Designed for use in modern 


electric kitchen; 2 sizes: 30 and 50 
gal. capacity; thermostatically con- 
trolled with adjustment to maintain 
any temperature; thermostat can be 
taken out and heating unit removed 
without draining tank; 30-gal. models 
have 1500 watt upper and lower ele- 
ments; size: 23x60 inches; 50-gal. 
models have 2000 watt units; equip- 
ped with baffle in trap.—Electrical 
Merchandising, April, 1936. 


- 
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GLOBE-WERNICKE 


Record Book 
The Globe-Wernicke Co., Carthage Ave., 
Norwood, Cincinnati, O. 


Device: Visible record book for keeping 


records required by small business, ex- 
ecutives, salesmen etc; stock record 
control is provided by the G-W offset 
feature and color signaling. Metal with 
leather cover; size 12§. x ij. . in. holds 
50 5x8 cards; any a may be used, 
including folded forms; metal cover 
plates provide solid smooth writing sur- 
face and holds cards flat. — Electrical 
Merchandising, April, 1936. 
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EASY STARTING 4 DEPENDABLE “a 


GASOLINE MOTORS 
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Follow up your old trail 
for NEW PROFITS 





with 


BREEZO VENTILATION 


The homes that have opened their doors to the 
appliances you sell are well worth following up for 
ventilation. 

And you have the entre, because you've already built 
the good will of your customers by making them elec- 
tric - appliance - conscious. Follow up these electric- 
minded housekeepers with BREEZO Fans, because you 
have an excellent prospect list on which to work and 
because Breezo offers a line of ventilating equipment 
which includes a type for every installation — quiet, 
trouble-free, efficient, easily demonstrated, and rea- 
sonably priced. 


The Breezo Line also en- 
ables you to blaze new 
trails to profits. Units are 
available to enable you to 
develop the commercial 
market including institu- 
tions, bowling alleys, res- 
taurants, stores, bakeries, 
etc. The Breezo Sales Plan 
makes it profitable to push 
all markets for ventilation. 
Write for details. 


BUFFALO ForGE Co. 
205 Mortimer St., Buffalo, N. Y. 


In Canada: Canadian Blower & Forge Co., Ltd. 
Kitchener, Ontario 
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YORK Air Conditioner 

York Ice Machinery Corp., York, Pa. 

Model: BA-100. 

Description: Portable; employs refrigera- 
tion principle, of air cooling; room air 
enters through grille, is conditioned and 
discharged out of top; outside air is 
drawn through rear duct adaptor; new 
air freshening device consists of hand- 
operated damper which can be opened 
in order to “pump out” a room; re- 
placeable filters in duct connection and 
return air grille keeps air clean; elec- 
trical Pod permits operation of unit 
on 110 or 220 volts a.c.; cabinet of mod- 
ern design with straight grained wal- 
nut panels, black top; 45} in. long, 
1714 in. deep; from 36 to 45 in. high de- 
pending on adjustment of duct adaptor 
which is fitted under window sash. 

Electrical Merchandising, April, 1936. 





WESIX Kitchen Heoter 
Wesix Electric Heater Co., San Francisco, 
Calif. . 

Device: Portable automatic kitchen heat- 


er. 

Description: Wesix double-action heating 
principle; “Economizer” thermostat; 
3-heat control complete with cord; 3000 
watts; silver-like satin nickel with 
ebony-enameled end plates; Bakelite 
handing 24 in. wide, 18 in. high; 8 in. 
deep. co? 

Price: $29.95. — Electrical Merchandising, 
April, 1936. 


v 





HANDYBREEZE Fons 


Chicago Electric Mfg. Co., 2801 S. Halsted 

St., Chicago, Ill 

Models: 39 and 41. 

Description: Non-oscillating, 4-blade, 8 
in. fans; shaded-pole induction motor 
a.c. only; adjustable to tip forward or 
back; po thes base finished in black 
crackle; No. 41 Blades and band around 


motor finished in polished chromium; 


No. 39, finished in satir silvered trim, 


Electrical Merchandising, April, 1936. 


Review of New Products 


DALLAS Fons 
Dallas Engineering Co., 
1115 Hall St., Dallas, Tex. 


Description: Dallas Circulator modern- 


istic floor stand type, 42 in. high; ad- 
justable from 5 to 8 ft.; nickel and 
black crackle finish. Small stand type 
fan. 24 in. high may be placed on 
door ledge, shelf or display cases 
or installed as a wall bracket fan. 
+ models and 11 fans in complete 
line: each fan furnished with fit- 
tings for suspending from ceiling; 22 
in. or 19 in. propellers; single or 2- 
speed G-E motors. 

Price: Circulator, $14.50. — Electrical 
Merchandising, April, 1936. 





- 
BRANNON Roasters 


Brannon, Inc., 14307 Third Ave., 
Detroit, Mich. 
Models: “Mandy Lou” and “Mandy 


May.” 

Description: Aluminum ; thermostatical- 
ly controlled; adjustable to any tem- 
perature from 150 to 550°; equipped 
with large inserts and complete sets 
of inserts for baking large roast and 
2 additional vegetables at the same 
time; available in red, black or nat- 
ural with chromium trim ; top browns; 
requires only 5 min. pre-heating time. 
“Mandy Lou” ’8 qts., 1100 watts, 
“Mandy May” 12 qts., 1320 watts. 

Prices: $18.95.—Electrical Merchandis- 
ing, April, 1936. 





v 
WASHER-CHARGER 


Midwest-Timmermaan Co., 
Dubuque, lowa. 

Device: Complete charging outfit for 
storage batteries, radio and car bat- 
teries, where current is not available. 

Description: Designed for use on gaso- 
line motors such as used on washers; 
made to fit Briggs-Stratton, Maytag 
and Iron Horse motors; charger can 
be plugged in and out like a light 
socket; charges at the rate of 10 to 
12 amperes per hr.; for Briggs-Strat- 
ton motors a special pulley is furnish- 
ed to replace original pulley, with 
socket in which plug-in connector fits ; 
on other motors such as Maytag, spe- 
cial fitting socket is furnished. 
which plug-in connector fits. 

Price: $29.50.—Electrical Merchandis- 
ing, April, 1936. 
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In a recent survey made by “Elec- 
trical Merchandising,” electric-ap- 
pliance dealers and department ODAY, Mrs. America is purchasing high-quality merchan- 
stores were asked: dise. They are judging the quality of an electric appliance 
“Do you believe thet it would be more not only by the reputation of the appliance as a unit but also 
difficult to sell appliances equipped by the reputation of its various parts. A well-known name on 


with 2 little-known make of motor?” the motor gives the appliance you sell additional acceptance 


“Yes,” said 67.5 per cent. and makes selling that much easier. 
“We,” anid 15.5 por cont. G-E motors are well and widely known because General Electric 
Undecided, 17.0 per cent. ‘ : 
has been making dependable motors for appliances as long as 
“What makes—or brands—of electric noite then hoon li sad The G-E : 
canned, bs gaan abidiin, suet anke t re has an appliance industry. The G-E monogram means 
it easier for you to sell appliances?” high quality to buyers everywhere. That’s why G-E motors WILL 
“General Electric,” said 67.0 per cent. HELP YOU SELL—why they will lessen sales resistance and 
lower your cost of selling. 
Can you afford not to avail yourself of this added sales appeal? 
General Electric, Dept. 6-201, Schenectady, New York. 
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GENERAL & ELECTRIC 
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“SERVICE 


MAKES and MODELS 


I: irst loosen small 


{BC (Self-Adjusting Wringer) 
regulate tension 
hexagon nuts at bottom of each ten 


Sion spring Loosen equally in order 
to maintain even pressure on the rolls. 
If tension spring does not give sufh 
cient ire loosened 


the wood bearings in which the roll 


tension when nuts 
shafts operate probably need replace 
ment. If lower bearings are worn ex 
essively the lower roll should be low 
and the 
corresponding 


amount. This may permit lower roll 


ered away from the upper 


tension decreased a 
to drag on framework of wringer. A 
symptom of worn lower 
rubber at the ends 
worn measuring 


exe essively 
bearings is worn 
of rolls the 


ibout one inch in length at eat h end. 


area 


Excessive tension on rolls which might 
new bear 
ngs is relieved by tightening the hex- 
igon nuts at the bottoms of each ten 


EJF. 


occur from installation of 


sion spring an equal mount. 


CROSLEY 1935 (Refrigerators) 
leak in the compressor at the shaft 
Dearing behind the drive wheel 
Usually caused by swelling and tight 
the “V" belt, which exerts 
excessive pull on one side of the bear 
ng. Replac e the belt with a new one 
ind adjust by the 
that there is approximately inch 
free movement of the belt The bear 
ng will heal itself two or three days 
belt-pull is 


ening of 


moving motor so 


I 


ifter eEXCeSSsIVE 


relieved 


I {SY R Hi asher ) l ser of old 
pe machines complain that the pump 
not working as fast as it should.... 
\lay be caused by lint in the water 
frequently due to an 
determine 


passages but 
uir-bind. To whether or 
not the pump is air-bound start the 
nachine, soak some clothes thoroughly 
ind then place them in the dryer as 
when Watch the amount of 
water running into the rinse tub and 
f there is a 


rinsing 


small 


spurt to it 


continual stream 
the 
is air-bound. Installation of an 
will avoid this trouble. 

pump 


rubber 


with an occasional 
pump 
ur rehet 

Io remove machine 


back 3 
leading to 


trom 
slide hose connections 


connection elbow, 


pump 





PAGE 72 





DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


remove two bolts (M.). Fasten pump 
assembly in vise and drill a hole into 
dryer tube (A), tapping it to hold a 
‘4 inch nipple 2 inches long (B). 
Clamp rubber tubing over nipple and 
replace pump in machine. Extend tub- 
ing up through large hole in dryer 
base and fasten to second tube band 
bolt under flume board with a clamp. 


KENMORE § (Washer)—Splined 
end wringer drive shaft on certain 
models fails to drive wringer under 
heavy load ... Insert a piece of wood 
or cork in the spline cup on lower 
end of drive shaft to raise it one- 
eighth to one-quarter inch so that it 
will engage the pin coupling on the 
short shaft protruding from the wrin- 
ger gear case. It is rarely necessary to 
buy new parts. 


LEONARD 1936 (Refrigerators) 
Where contend that 
built-in thermometers are inaccurate. 
Call attention to the fact that 
these are compensated to read aver- 
age temperature at a point six-inches 
below the defrosting dish, in the cen 
ter of the food compartment. If a 
thermometer is removed from a ma 
chine and immersed in a 32° bath it 
will give a reading below 32° because 
of the compensating calibration. If 
any accurate thermometer is placed at 
the point mentioned, however, it will 
agree with the built-in device. 


customers 


SUNBEAM L3 (lron)—Inopera- 
tive automatic control and erratic 
heating Control consists of tyo 
contacts o nextended control spring. 
Excessive heating causes spring to lose 
some of its elasticity and contacts be- 
come badly pitted. Temporary repair 


can be made by using file in contacts 

and bending spring up slightly. Ob- 

tain new spring for permanent repair. 
G.P.D. 


Handy Test Gauge Assembly 
By 1. Arnold 


Many manufacturers leave the 
gauges otf small units so that the first 
thing the service man does to aid him 
in checking the system is to install 
test gauges. In many cases the gauges 
are inserted into openings provided in 
the shutoff valves and during the 
course of servicing it is not unusual 
to be obliged to remove the gauges 
two or three times. A handy test 
gauge outfit is described below and its 
use is advocated, for it allows both 
gauges to be watched, permits bypass- 
ing, allows for purging of air, adding 
refrigerant and oil, setting switches. 

The outfit is made up as shown in 
the accompanying cut—consisting of 
a high pressure gauge, a compound, 
low pressure gauge, a tee, t-vo through- 
tee valves and five male connectors. 
Three copper lines, provided with 
Hare nuts on the end, are used to 
complete the connections to the proper 
points on the machine. Since most 
machines have pipe thread openings 
for attaching gauges or purge lines 
two connectors are used at the ends 
of the copper lines. In addition it is 
well t- include an air adapter, thread- 
ed on one side with a male flare thread 
and the other with a female iron pipe 
size thread. 

This latter adapter is used at the 
end of the middle, or charging, line 
for checking the accuracy of the 


gauges on the machine, if these form 
a part of the unit. It is well to carry 
a tiny unseater so that the hand may 
be lifted off the stem of an inaccurate 
gauge and properly reset. Of course 
a pair of pliers may also be used, and 
with a good, steady, straight pull the 
hand lifted off, but the special tool 
will never bend the stem or strain the 
gauge. 

Make up the joints with a mixture 
ot glycerine and litharge, stirred to a 
thick smooth paste. Use immediatel) 
and make up the joints tightly. An 
outfit so assembled will have solid 
tight joints and will withstand a lot 
ot abuse. 

Setting Up 

To set up the gauge on a trouble 
some unit attach the high line to the 
discharge shutoff valve or high pres- 
sure gauge connection. Both tee valves 
should be shut tightly. For easy man- 
ipulation of the valves a knurled dis: 
or serrated hand wheel is advised. 

With the test gauge outfit attached 
to the unit, crack the high pressure 
shutoff valve and the low pressure 
shutoff valve. Then crack the high 
pressure tee valve and blow the air 
out of the gauge line. The air will 





escape through the side opening of the 
tee, to which is attached the charging 
line. With the air expelled from the 
high side line shut the tee valve again 
and open the discharge shutoff valve 
on the unit wide. Relieve the low side 
line in a similar manner, viz: by open 
ing low pressure tee valve until the 
air is expelled, then close tightly, after 
which open suction shutoff valve wide. 
A study of the diagram illustrating 
the hookup and a sectional view ot 
one of the through tee valves, will 
serve to show how the valves work 
It will be observed that both gauges 
at all times register the pressure cx 
isting in the high and low pressure 
lines. Thus after purging of air the 
machine can be started and a check 
up made on the operating pressure 
Occasionally it is a good thing to 
check up on the test gauges with 4 
real calibrated gauge or a genuine h) 
draulic test device. With accurate 
gauges the machine gauges, if the unit 
is provided with them, can be checked 
To check a high pressure gauge at 
tach it to the charging line through the 
use of an adapter having a male flare 
thread and a female iron pipe thread 


APRIL, 1936—ELECTRICAL MERCHANDISING 








torm 
carry 
| hay 
Curate 
course 
1, and 
ill the 
| tool 
in the 


ixture 
d toa 
diately 
y. An 
solid 
| a lot 


‘ouble 
to the 
. pres- 
valves 
y man 
ed dist 
sed. 

tached 
ressure 
ressure 
> high 
the air 
ir will 





y of the 
harging 
‘om the 


re again 
ff valve 
ow side 
yV open 
ntil the 
ly, alter 
ye wide 
strating 
view ot 
es, will 
s work 
gauges 
sure Xx 
pressure 
air the 
a check 
ssure 
thing to 
with a 
uine hy 
accurate 
the unit 
cher ked 
auge at 
ough the 
ale flare 
- thread 


ISING 












...YOU CAN FIT 
THEM ALL WITH A 
GOODYEAR 































Goon VYEAR 
Endless Cord V Be'ts 








DISPLAY RACK 


Sturdy metal construc- 
tion, handsomely fin- 
ished in yellow, blue and 
chromium. A real sales 
help — furnished with 
any one of Goodyear’s 
three standard assort- 
ments—each containing 
27 belts in most popular 
sizes. 
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ge can get a bigger share of the fractional 
horse-power replacement belt business by fea- 
turing the Goodyear line of Endless Cord V Belts. 
These service-proved belts are now made in 200 
different sizes to fit practically every model of all 
standard makes of home and shop appliances, 
and light power tools. 


No slip —longer life 


Goodyear Endless Cord V Belts give greater satis- 
faction — make permanent customers — because 
they are the most nearly stretchless made. In 
hundreds of service tests they lasted twice as long 
as others— without slipping or stretching! 


The reason for this extra-long wear is that the 
load is carried by a high-tensile endless cord, 
located at a point where there is the least distor- 
tion in flexing around small pulleys— a Goodyear- 
developed construction that eliminates the inter- 
nal friction found in multiple ply belts. The cover 
is a close-woven elastic fabric designed for quiet 
operation. 


Goodyear Belts are easier to sell because they 
bear the greatest name in rubber. They are more 
profitable to sell because there’s a Goodyear Belt 
for every customer’s need. For complete informa- 
tion and prices, write Goodyear, Akron, Ohio, or 
Los Angeles, California. 


» « 
‘ae 


ENDLESS CORD V BELTS 





WOOD WORKING MACHINES 





















































Bae CON SERVADOR 























F-M DEALERS | “ 


chalk up new’ 


Fairbanks-Morse refrigerator dealers are chalking up new sales 
highs. Why? Because the new Fairbanks-Morse refrigerator 
is the only refrigerator which provides an exclusive feature | 
which can be quickly, easily, and convincingly demonstrated. 
This feature is the CONSERVADOR. You don’t spend hours | 
talking about economical operation. You merely show the 
Conservador—a shelf-lined inner door behind the main door 
which serves to keep the cold air from rushing out when the 
main door is opened. Prospects see the point in a split second. 
Anybody can understand how it works. But only in the Fairbanks- 
Morse can your prospect get the CONSERVADOR. Further- 
more, the Fairbanks-Morse offers everything offered by any 
other refrigerator — plus the exclusive CONSERVADOR. 


Conservador Refrigerator Machine units are 
warranted for five years under an optional 
warranty purchase plan 
TIME TO GET GOING—There IS a better profit oppor- 
tunity in the refrigerator field. The Fairbanks-Morse franchise | 
is the key to it. Get in on the new profit deal, find out about 
this fast-moving, nationally advertised refrigerator with the | 
} 











exclusive feature. Write or wire now. Fairbanks, Morse & Co., 
Home Appliance Division, Indianapolis, Ind. 


ee -MORSE 
® Bhigeralors 


Other Fairbanks -Morse Products: Washing Machines, troners, Radios, Automatic Coal Burners 
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to take the gauge. Some gauges are 
1%” and others 4” pipe size, so play 
safe and use a 4” iron pipe size 
thread on the adapter and carry a re- 
ducer 4” to %" ” so if a 4%” gauge is 
encountered it can be used. 

When the high pressure gauge is 
secured to the charging line open the 
high pressure tee valve. Both high 
pressure gauges should register equal- 
ly, if not, reset the machine gauge 
until it corresponds with the pressure 
indicated by the high pressure test 
gauge. When properly set close the 
high pressure tee valve and remove 
the unit high pressure gauge and re- 
place with the low pressure unit valve. 
Check this one by opening the low 
pressure tee valve. After setting close 
tee valve and remove gauge. 


Adding Refrigerant 

To add refrigerant connect a liquid 
drum to the charging line, open drum 
valve slightly to allow gas to enter 
the charging line and blow it out of 
the loosely made up flare nut. When 
the air is expelled tighten the flare 
nut, open the low pressure tee valve 
wide and regulate pressure through 
use of the tank valve. In charging 
keep the tank upright so that only gas 
leaves. This assures that only clean 
gas enters the system, for any grit or 
sediment remains in the bottom of the 
charging tank. Thus new gas is 
drawn into the suction line and is 
mixed with gas coming from the evap- 
orator. If the service man is in a 
hurry to add gas, the liquid line valve 
on the receiver may be closed so that 
the full suction of the machine is 
placed on the charging drum. If the 
drum frosts up too heavily set it in 
a pail of tepid water to aid evapori- 
zation. 

Both high and low pressure gauges 
are recording, an important point 
when charging. Some service men 
place the charging tank on a scale and 
weigh off the amount of liquid charg- 
ed into a system. sufficient gas 
has been added to the system the tank 
valve is closed and the unit allowed 
to run until all traces of the refrig- 
erant has from the 
charging line, then the low pressure 
tee valve is closed and the charging 


drum removed. 
Adding Oil 

Oil may be added by inserting the 
charging line into the oil can, clos- 
ing the suction shutoff valve and 
drawing a vacuum on the compressor. 
By opening the low pressure tee valve, 
oil will be sucked back into the com- 


pressor and when the required amount 
has been added, close the low pres- 


| sure tee valve. If the charging line is 


then plugged by using the adapter and 
a plug the high pressure tee valve can 
be cracked and the low pressure tee 


| valve opened full. This will blow the 


oil remaning in the line into the com- 
pressor. 

For high head pressures, indicating 
foul air, connect the charging to the 
tee and submerge the open end in a 
pail of lye water and then stop ma- 
chine, let it stand for a few minutes 
so that the air has time to separate 
from the refrigerant. Then crack 
high pressure tee valve and purge 
until pressure is normal. The lye wa- 
ter will take up SO2 just as cold 
water will kill ammonia. With am- 
monia machines the same test outfit 
may be made up with steel fittings 


| and high pressure rubber hose. 
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Setting Switches 

For setting low pressure switches 
the test outfit will save considerabl: 
time, especially if the evaporator is 
chilled. In the normal course of ser- 
vicing one would have to wait the 
warming up of the evaporator or 
speed up by applying hot cloths. With 
the test gauge outfit connected and 
the charging line plugged in all onc 
has to do to build up pressure is to 
crack the high pressure tee valve and 
crack the low pressure tee valve. This 
allows high pressure gas to slow], 
seep through and build up pressure 
on the low side. It is best to allow 
the gas pressure to build up slow| 
so that the cutting-in point can be set 
accurately. 

After setting the cutting-in point 
operate the machine (both high and 
low pressure tee valves shut, of 
course) and then repeat the pressure 
test to check the accuracy of the set- 


at, 
above method is also used for 
building up pressure on the low side 
so that it may be tested for leaks. 
_ Carrying 
In packing up the test gauge out- 

fit for the tool kit remove the three 
lines and wind them into coils. Wrap 
a piece of heavy cloth around the 
gauge outfit and tuck away in kit so 
that the gauge glasses will not be 
broken. A piece of fibre or pine board 
may be laid over the glass or face side 
of the outfit and wrapped up with the 

auges to protect them from damage. 
ood when in a hurry tools are 
dumped out and in the bag carelessl\ 
and you may need the gauge outfit 
on the next job. 


Loose Cleaner “Wishbones” 


By Boris §. Naimark 


When one of the screws holding 
the “wishbone” handle of a bleaner 
to the head becomes stripped and the 


—" 








r 


handle keeps slipping off try simply 
inter-changing screws “A” and “B” 
before ordering replacements. In most 
cases the good one will take hold on 
damaged head threads. 





Repairing Refrigerator Flapper 
Valves 


By Walter G. Christie 


Flapper valves (sometimes called 
discharge valves) can be readily re- 
paired in the small refrigerator shop. 

equipment necessary follows: 
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1. Small compressor 
2. Head for machine from which 
valve was taken 

3. Flat lapping plate 

4. Small, flat honing stone. 

The flapper valve is disassembled, 
the position of the reeds are carefully 
noted, and the old reeds are discard- 
ed. If a scratch wheel is available, the 
valve plate is smeared with lapping 
compound and the plate is polished 
on the scratch wheel. The plate is 
next washed in gasoline and dried 
off. The plate is now smeared with 
lapping compound and the valve plate, 
with the valve seats downward, is 
placed on the lapping plate. The valve 
plate is lapped with a straight back 
and forward motion, until all 
scratches and cuts are removed. Then 
the reverse side of the plate is lapped 
in the same manner. The plate is 
again washed in gasoline to remove all 
the lapping compound. 

Now the valve seats are honed by 
rubbing the fine stone in a circular 
motion across the valve seats. Care 
must be taken that the hone is held 
aboslutely, level or else the edges of 
the valve seats will be rounded and 
the valve will leak. When a careful 
examination of the valve seats fails 
to show any pits or scratches on the 
valve seats, the flapper valve is 
washed in gasoline and is then ready 
to be assembled. 

The reeds must be assembled in the 
correct order. When the reeds are as- 
sembled, the valve is ready to be test- 
ed. Take the head of the compressor 
from which the flapper valve cam (or 
the head from a similar compressor). 
Cut a gasket to fit the head from 
an old inner tube. Allow at least 4 
holes for bolts to hold the flapper 
valve to the head. Next bolt the flap- 
per to the head. 

Invert the head on the bench so 
that the flapper plate faces upward, 
and connect the air supply to the 
head. Build up a 100 Ibs. per sq. in. 
pressure on the head. Now squirt gas- 
oline into the discharge holes of the 
flapper valve plate. If the valve is 
leaking the gasoline will bubble badly. 

If the valve leaks, insert a 6-penny 
nail in the discharge hole of the flap- 
per valve and tap the nail smartly 
several times with a hammer, mean- 
while maintaining the 100 Ibs. pres- 
sure. Test again. If the valve leaks, 
repeat tapping. 

If the valve continues to leak, in 
spite of the tapping, check the assem- 
bly for a weak or misplaced spring 
and check the valve seat for scratches 
or pits. 

When the valve is o.k., the gasoline 
will bubble like fresh poured ginger- 
ale. This slight leak is completely 
stopped when the valve is in opera- 
tion by the film of oil that forms at 
the valve seat,.Flapper valves should 
be tested with gasoline, kerosene, or 
carbon tetra-chloride, never. with oil 
because oil will tend to seal any leaks. 
Water should not be used because of 
the possibility of rusting the polished 
springs. 


How to Cut Holes in Porcelain 


By I. Arnold 
Solid porcelain blocks are best 
drilled by gluing tough paper over the 
surface before applying the drill. This 
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SO2 Relief 
Smoking mentholated “Spuds”’ 
while purging an SO: refrig- 
erator job is recommended by 
J. L. Lehnherr as a painless 
method of relieving tight throats 

caused by the fumes. 











prevents cracking or splitting. Use a 
centerpunch to chip out a starting 
point and avoid “walking.” 

A three-cornered file broken off and 
dressed on an emery wheel is the best 
drilling tool to use for porcelain, 
glass and marble. As the hole becomes 
deeper the taper of the file will, natu- 
rally, enlarge its diameter. 

If the job is a difficult one a flex- 
ible driveshaft such as those used by 
dentists may be hooked up to a mo- 
tor and an emery disk or emery drill- 
point used to pierce the hole. When 
cutting through glass slabs keep the 
drill wet with turpentine. Do not use 
much pressure, especially when the tip 
of the drill is about to emerge on the 
underside. As soon as the plate is 
pierced drill from the other side if a 
well-finished hole is required. 


Sound-Insulating Remote 
Refrigeration Units 


By E. P. Waldo 


Vibration noise produced by refrig- 
eration units installed in the basement 
may be eliminated by using ordinary 
large corks as “feet.’’ Some servicemen 
prefer spong-rubber balls such as may 
be obtained for a nickle in the dime 
store. By splitting or cutting these in 
half four good feet can be made of 
two balls. 


Zylene for Moisture 
In SO2 Jobs 


By J. L. Lehnherr 


If moisture is present in an SO2 
refrigerator sometimes a tablespoon 
of “Zylene” added to the system will 
absorb it. If, for example, a leak oc- 
curs on the low side of the system this 
is generally good evidence of mois- 
ture. Repair it and add Zylene. 

This method should be used only 
on S$O2 jobs and, of course, applies 
only to the low side of the system. 


Avoiding Washer Tub Rust 


By J. L. Towanda 


When replacing tubs on washers it 
is good practice to repaint the part of 
the frame hidden by the tub with a 
good grade of metal paint. This stops 
rust and in case of a small leak will 
protect the frame. 


Erratic Sylphon Switches 
By R. Rhodes 


Sylphons sometimes fill with con- 
gealed oil, making refrigerator action 
very erratic. A quart or so of hot 
water poured over the sylphon usually 
melts out the oil and the machine 
will operate normally. 

It is good practice to so treat syl- 
phons on all old machines. 











SEND FOR OUR 
PROPOSITION 


Don’t complete plans tor your coming season's 
| air-circulator sales activities until you check into 
the Super Air Screw proposition. 

Because — the Super Air Screw line gives you 
two outstanding sales advantages you will be 
handicapped without: (1) the most beautiful, 
modern, streamline air-circulator design on the 
market, and (2) a standard of air-conditioning 
efficiency that will out-perform any other air 
circulator in present day competition. 


In addition, we have a discount set-up which 





will tie right in with your best interests for 


| maximum sales and profits. Write today. 


SIZES: 18” to 30” BLADES— ALL CURRENTS— ALL SPEEDS 


—— a C 





Super Air Screws Division 
‘MARATHON ELECTRIC MFG. CORP., Wausau, Wisconsin 
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This burner 
for trygfg 


_ 


CHROMALOX 
Super-Speed 


RANGE UNITS 


Here is a Chromalox feature that gets 
instant applause from every housewife 
— the use of the outer burner only, to 
give uniform heat over the entire area 
of a frying pan, or other large diame- 
ter utensil. Most cooks have become 
resigned to frying pans cooking faster 
in the center than on the edges. But by 
connecting one of the Chromalox units 
on a range so that the outer burner 
only heats on “Medium” switch, the 
outside as well as the center of a pan 
is evenly heated 


The “Two-burners-in-one” feature of 
Chromalox Super-Speed units thus 
serves convenience as well as economy. 
They can be connected with the outer 
burner for frying or the inner burner 
for use with small diameter utensils 

with the switch on “Medium” posi- 
tion. With either selected arrangement, 
both inner and outer burners operate 
on “High”. No other range unit has 
this versatility. 


You can fit every range with only four 
Chromalox unit assemblies — a big 


saving in inventories. Power companies 
and electrical dealers are cashing in on 
this. Get your copy of the new Chro- 
malox Sales Plan book—just printed. 
Use the coupon. 





Mail with your business letterhead 


EDWIN L. WIEGAND CO 
7525 Thomas Bivd., Pittsburgh, Pa. 


Send me the ‘‘Chromalox Plan’’ book. 


Name 


Position 
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Penn Dealers Go For 
WATER HEATERS 





heating or electric cooking 

Financing, too: 

All dealer sales on water heaters, 
ranges, refrigerators, etc., are financed 
by the utility company. The rate 
is one-half per cent per month and 
the dealer is charged 3 per cent for 
the financing availability with re- 
course. The 3 per cent charge is 
put in a sinking fund against re- 
possessions. If an account is delin- 
quent beyond 30 days the dealer is 
notified on the theory that he is 
better able to effect collection or 
repossession and protect his own in- 
vestmernit. In case of recourse there 
is a 30 per cent discount for dis- 
posal of repossessions. The dealer 
buys the appliance from the com- 
pany at a discount of 30% of its 
appraised value as established by a 
committee of dealers and a com- 
pany representative. 

The plan, in effect a little over 
one year, has resulted in the com- 
pany discounting close to $1,000,000 
worth of conditional sales paper. 

Terms on electric ranges and 
water heaters are $2.00 down with 
48 months to pay the balance. On 
refrigerators, the down payment is 
$10.00 down with 36 months to pay. 
The down payment on refrigerators 
is reduced to $2.00 during special 
campaign and sales activities. 

The division of prospects is 
an important element in the 
plan: 

When the utility company is mer- 
chandising in competition with deal- 
ers in the same towns, the ground- 
work is laid for dissension and mis- 
understanding when it comes to pros- 
pects. In many ways, Fred Hoefer’s 
plan for the segregation of prospects 
is one of the outstanding contribu- 
tions to this vexing question. 

It works this way: All prospects 
must be registered on a card and 
filed at the offices of the company. 
This applies not only to company 
salesmen but to dealers as well. In 
the light of some past experiences, it 
sounds almost Utopian to conceive 
of dealers filing the names of their 
water heater or range prospects in 
the offices of the utility company. But 
such is the case and it works to the 
satisfaction of all co: -erned. In the 
first place, the prospect files are com- 
pletely confidential; in the second 
place, the filing of the name of a 
prospect means that it becomes the 
private property of the filer in so far 
as the company sales force is con- 
cerned. If a company salesman con- 
tacts a prospect already filed by a 
dealer, he then turns his energies to 
helping the dealer complete the sale. 

The fact that the company is 
merchandising and may snap up some 
prospects not already filed by a deal- 
er, keeps the trade on their toes and 
forces them to keep an accurate rec- 
ord of their business and their pros- 
pects. Many of them had never even 
thought of keeping a prospect file 
before the new system went into 
effect. 

Company salesmen are paid a small 
fixed salary plus a_ load-building 
bonus on each range, refrigerator, 
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water heater, ironer, water system, 
and dishwasher sold in their territory 
regardless of whether it is a com- 
pany or dealer sale. The bonus on 
a dealer sale is paid only after a 
representative of the company veri- 
fies the installation. 

One of the features that the Penn- 
Jersey System is working on at pres- 
ent, Mr. Hoefer said, was the gath- 
ering of accurate records of the sat- 
uration of appliances in homes. If 
the family owns an appliance, then its 
age and working condition will be 
noted in case of replacement possibili- 
ties. When these records are compiled 
they will be turned over to the dealers 
as a list of highly valuable preferred 
prospects. 

Present available saturation figures 
among the 128,000 domestic custom- 
ers of the Penn-Jersey group show 
10,337 ranges, 41,197 refrigerators, 
and 2,047 water heaters. 

Which brings us 
helps: 

In addition to wiring allowances 
on ranges and water heaters; a financ- 
ing service and the filing of prospects, 
the company goes out of its way to 
provide the dealer with additional am- 
munition to stimulate sales. The ser- 
vices of Home Service girls, for in- 
stance, are made available to all co- 
operating dealers. These girls assist 
dealers to stage demonstrations. They 
train and drill company salesmen, 
dealers and their salesmen, in practical 
electric cookery even to the extent of 
having them actually cook, bake, broil, 
steam, etc., on an electric range. 

Home Service girls instruct every 
purchaser of a new electric range in 
the correct operation. Homemakers 
who will fail to really grasp the essen- 
tials of eleetric cookery are given a 
complete demonstration. These girls 
are instructed to try to persuade the 
women for whom the demonstration is 
conducted to invite in her friends, 
neighbors, and relatives to witness 
the preparation electrically of an en- 
tire meal. As a result, it is not un- 
common to spread the advantages of 
electric cookery throughout a whole 
neighborhood, and many range sales 
can be traced to a desire for an elec- 
tric range created by one of these 
demonstrations. 

As an addition to its own display, 
the Company also encourages dealers 
to display appliances on the floor of 
the company’s showrooms. Many leads 
are picked up in this way as customers 
come in to pay their bills. All leads 
gathered from dealer displays are 
turned over to dealers. 

Regularly during special sales ac- 
tivities, the utility advertises in news- 
papers for the purpose of promoting 
the appliance market. Such advertise- 
ments stress low cost of operation, 
convenience, and utility, etc., without 
calling attention to specific types, trade 
names, or prices. Dealers are urged to 
schedule their product ads so as to 
tie-in with the company’s promotional 
copy. This arrangement allows the 
dealer, with the aid of a small, inex- 
pensive ad stressing product, to capi- 
talize on the larger promotional copy 
scheduled by the company. As a result 


to dealer 
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Some Carbon Brushes 
take the “SUCK” eut of 
SUCTION! 
eo 


Here's how! ... 


1. The high frequency chatter that 
comes from too high coefficient of 
friction, prevents the brush from 
making continuous contact with 
the commutator. This leads to rapid 
wear, noisy operation, loss of 
motor speed and loss of suction. 


2. Too little cleaning action in the 
brush material or too high contact 
resistance (between brush and 
commutator) smuts or glazes the 
commutator. By decreasing the 
power input, this also leads to 
loss of motor speed and suction. 


3. Too much cleaning action or 
too low contact resistance over- 
loads the armature thus lessening 
torque and also increasing the 
temperature of the windings again 
limiting -power input. 


What to do about it... 
Specify carbon brushes that have been 


engineered in accordance with the fore- 
going conditions. 


USE OHIO PRE-TESTED MOTOR 
BRUSHES EXCLUSIVELY 









































Tue Onto Carson Co. 


12508 Berea Ro-- CLevetann0 
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of such mass advertising display, elec 
tric appliances have received a quicker 
acceptance which demonstrates the ef- 
fectiveness of coordinated advertising 
in stimulating the whole market. 

As a part of its advertising and sales 
promotional program, the utility uses 
billboard advertising throughout the 
entire territory. In addition, the com- 
pany furnishes window streamers, dis- 
play cards, and truck posters, free to 
dealers during cooperative campaigns. 
This material invariably stresses the 
same theme carried in the newspaper 
advertising, always being of a promo- 
tional nature designed to create a de- 
sire for electric appliances rather than 
attempting to build up a preference 
for specific types or makes. 

All in all, the job being done to 
promote electric water heating and 
electric cookery in the Penn-Jersey 
group of the Associated System is 
worthy of careful study. It is a credit 
to the initiative of Fred Hoefer, his 
five local domestic sales managers, 
Ted Wade, water heating specialist, 
and the distributors’ and manufactur- 
ers’ representatives who have worked 
closely with every development of the 
business. 


Seeing is Believing 


HAT a successful demonstration 

will frequently close a range sale 
was illustrated by a recent incident 
which took place in the offices of the 
Bureau of Power and Light, Los 
Angeles. A young woman walked into 
their display room with a large and 
heavy package which, when unwrap- 
ped, proved to be a crown roast of 
beef. She would like to see this piece 
of meat cooked in an electric range, 
she said—she wanted to see if the ad- 
vertisements were true. This was a 
new request, but gladly granted. The 
roast was placed in the oven of one 
of the demonstration kitchen models, 
and the timer set. The lady was as- 
sured that she might now go shopping, 
returning in time to see the roast 
taken from the oven. But she pre- 
ferred to remain. In due time the 
roast, brown and appetizing, was 
taken from the oven and turned over 
to her, neatly done up in waxed pa- 
per, whereupon she departed, refus- 
ing, incidentally, to give her -name. 
Five days went by. And then a phone 
call came from the lady. She wanted 
the range. And she paid cash for it. 





V. E. McKay took to radio os a duck 
takes to water so the McKay-Warinner 
Radio Co., Ashland, Ky. prospered. 
They took a fine store in a fancy loca- 
tion. The town went sour for awhile so 
Vv. E. rented a house on the main 
street, built a show room on front and 
has been going well in the present 
location. 























Faster Speeds! Greater Economy! 




















THE NEW G-E SPEEDSTER 


G-E IMPERIAL 


G-E EMPRESS 


G-E MASTER 
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G-E SOVEREIGN 





G-E HOSTESS 





G-E LENOX 


New Convenience Features! 


THE NEW @® SPEEDSTER 
A GREAT LEADER IN A GREAT LINE! 


Here’s a new, low-priced G-E Range 
with exclusive “Tripl-Oven” that gives 
30% faster baking speeds with 45% less 
current. It’s years ahead in speed, econ- 
omy, appointments, modern styling... 
a great leader in the great new G-E line! 





v vy y 


Mens every prediction for 


a record-breaking range year, 
General Electric’s new line of ranges bids 
fair to break all sales records for 1936! 
New beauty, new styling, new speeds, 
new economy! G-E Hi-Speed CALROD 
Units! Everything electric range pros- 
pects want... everything retailers 
need to do a big range business. __ 


Sales features include new 6-quart 
smooth top Thrift Cooker with revers- 
ible wire rack . . . new high visibility 
switch buttons with color unit identi- 
fication . . . new, easily removable pilot 
light with choice of colored shields 
. new radio-dial type automatic 
temperature control...and many 
other new conveniences. 
Hard-hitting sales campaigns are ready 
to help promote volume business, 


fast turnover, greater net profits. See 


‘ your G-E appliance distributor now 


for complete details. General Electric 
Co., Appliance and Merchandise Dept., 
Sec. RE4, Nela Park, Cleveland, Ohio. 
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171 0 Extra Water Currents 


































Excusive features guard your profits. Only on 
exclusive merchandise can you be positive no com- 
petitor will cut to a no-profit figure. 

You have this protection when you handle Barton. 
114 movements of the agitator per minute past the 
troughs on wb wall shoot 1710 extra water currents 
per minute back through the clothes. Faster cleansing. 
Less current—soap—wear on clothes. A sales feature 
which cannot be matched. Both the Convoluted Tub 
and the water action are patented. 

Others are profiting. Sales increase 42% in Jan. 
1936 over Jan. 1935; 61% in Feb. 1936 over Feb. 
1935. 

Take the Barton Line before the franchise is gone 
in your locality. THE BARTON CORP., West Bend, 
Wisconsin. 










































Full-Page Advertisements 
Feature Full-Sized Ice Cubes 


Your refrigerator prospects know the refrigerators they buy . . . 
the advantages of Flexible Rub- then all of their ice cubes will pop 


ber Trays and Grids. out in a flash to reach the glass 
Full-page advertisements in full-sized, cold and dry. 
leading magazines are telling You can give your salesmen an 


your prospects that they can com- important sales advantage by in- 
pletely enjoy the benefits of this sisting that the refrigerator you 
modern ice cube convenience by sell comes factory-equipped with 
having a Flexible Rubber Tray or a Flexible Rubber Tray or Crid 


Grid in every ice compartment of = im every ice compartment. 
THE INLAND MANUFACTURING CO., DAYTON, OHIO 
1 TRULY VODERN HEERICER ATOR SHOULD HAVE 4 


FrexrBLe Rupsen Tray on Gain 


IN FL ERY THE COMPARTMENT 
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The Truth About 
The Dishwasher 


ome CONTINUED FROM PAGE 7 





washer operation. I believe they more 
accurately refer to the solvent as a 
detergent or chemical agent which 
emulsifies grease, busts it up into mi- 
nute particles which readily wash 
away. Today’s dishwasher manufac- 
turers go to considerable lengths to 
ascertain the most effective detergent 
for use in the water of any given lo- 
cality. They talk leafnedly of mineral 
deposits and lime and insoluble par- 
ticles and vinegar rinse and degreas- 
ing and a lot of other factors which 
sound very complicated indeed, but it 
all boils down to having the manu- 
facturer find the proper solvent for 
the particular water in your territory, 
and then telling the customer to use 
that solvent. 

Contrary to popular belief, washing 
dishes by electricity costs substantially 
less than washing them by hand if 
any value is put upon the housewife’s 
time. This writer made careful time 
studies and gathered accurate cost 
data on this subject not long ago. 
Many hundreds of observations were 
made with a stopwatch to learn just 
how much time this item of kitchen 
drudgery consumes, and the cost fig- 
ures of diswashing accessories were 
all secured from local stores. See 
table on page 8. 

Edwina Nolan, domestic science ex- 
pert who recently demonstrated at 
the Cleveland Food Show under the 
auspices of the Electrical League, 
hands out other statistics which may 
well serve as sales ammunitian for 
those selling dishwashers. Says Miss 
Nolan: 

“Over a period of 30 years, the 
average woman, with three children, 
washes a total of 1,026,745 dishes, 
792,050 pieces of silverware, 157,680 
kitchen utensils, 124,830 pots and 
pans, or a grand total of 2,101,305 
pieces. 

“Every year a woman washes 168 
times her own weight in dishes, which 
is pretty grim, until you learn the 
simple solution to this problem. The 
wise housewife buys an electric dish- 
washer.” 

One feature of the present renais- 
sance of the electric dishwasher is to 
be deplored according to this writer's 
judgment. That is the use of scare- 
‘em-to-death arguments. One manu- 
facturer rather stresses this approach, 
quoting from a prominent newspaper 
that “ . . . and venereal diseases are 
among the principle ones transmitted 
by unclean eating utensils.” The idea 
of selling a household dishwasher on 
the argument that it protects the fam- 
ily against venereal diseases strikes 
me as a wee bit raw, yet we find this 
and similar, if not quite so disgusting, 
references in this manufacturer's 
“Salesman’s Bulletin.” 

If the simple story of the machine’s 
service is told, if price and terms are 
such that she can buy it without seri- 
ous financial strain, if she is carefully 
instructed as to facile operation, and 
—most important—if she is given a 
solvent which is truly efficient when 
mixed with the water she uses, then 
electric dishwashers will attain their 
deserved place in the electrical appli- 
ance category—and every buyer will 
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You 
tell 


em 


about that “Date-line” on 
“Eveready” Batteries and 
they'll appreciate it. Ic just 
takes a second to point it 
out —but it shows the cus- 
tomer that he is getting full 
value for his money—shows 
him that the batteries you 
sell will last longer. So 
point out the “Eveready” 
“Date-line,” because 
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FOR the first four 
months of 1936 Elec- 
trical Merchandis- 
ing shows a 16% gain 
in advertising space 
over the first four 
months of 1935. - - - 
Plan now to promote 
your products in the 
May issue of Elec- 

trical Merchandis- 
ing. 
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Sales Winning 





$18.95 ,yin JuKe 
Denver & West $19.95 


517.50" trmacros 


Denver & West $18.50 





FITZGERALD 


RAAGIC 
RAAID 


Today women are extremely value-minded. 
Offer them a vod value and they are sure to 
buy. Magic Maid, with its strong selling 
features and outstanding superiority, is a 
great sales-winner. 

Unsurpassed in eye-appeal . . . Superb mod- 
ern design ... beautifully finished ... pre- 
cision-built for years of service ... with a 
combination of labor-saving features offered 
by no other mixer. 

Dual-disc revolving platform permits 
change from large to small bowl without 
changing position of platform . . . Complete 
swing-over of motor permits 4 positions for 
quick attachment of accessories . . . With this 
4-position construction MAGIC MAID can 
be placed on the average 8” high pantry or 
cupboard shelving in modern homes—beaters 
can be easily attached and detached . . . Mo- 
tor can be raised for beverage mixing . . . 
Portable for use at stove . . . Two-position 
easy-balance handle prevents arm strain when 
used as portable mixer . . . Wide base gives 
low position of motor for juice extraction and 
prevents tipping . . . High gloss baked enamel 
finish, in charming ivory or green, highest 
juality opalescent bowls. 

Oo 'ANDING VALUE brings greater 
sales. Display, demonstrate Magic Maid 
Model D—put your sales efforts behind a real 
winner! 

Write for attractive color display cards & circulars 


SMASHES ALL RECORDS 


"Toate 








$E00 
4 Denver & West, $5.75 


MAGK MAID HOT PLATE 


4-Heat, Heavy Duty, Fast Cooking 
Left-hand burner 1000 Watts maximum 


With this astonishing value you can capture the 
quality hot-plate market. Magic Maid Hot Plate 
proclaims its quality at first glance! Attractive 
modernistic design, with lustrous chrome fittings, 
forming a pleasing contrast to its beautiful dull 
black enamel surface. Extremely fast cooking—left- 
hand burner 1000 Watts. Air-cooled spacer between 
frame and switches assures long life for switches. 
Baffle board protects table top. Heavy gauge metal 
frame and apron. Substantially built throughout, 
‘ssuring years of service. Spring and summer sales 
are large—for camps, country homes, etc. 

Act now to get profitable volume sales! Order Magic 
Maid and STAR-Rite appliences through your 
jobber. Write for 1936 STAR-Rite Fan Prices. 


The FITZGERALD Mfg. Co. 
TORRINGTON, CONN. 





CON GAS BROADCASTS 
TO FOREIGN-BORN 


NEW YORK,N. Y.—The Consolidated Gas 
Company of New York is now sponsoring a 
comprehensive program of radio broadcasts 
to the seven principal foreign language speak- 
ing groups of the city. This is generally con- 
sidered to be the first attempt of a large com- 
pany to appeal to the large racial groups by 
means of a sustained and coordinated radio 
broadcasting program of high merit. 

This new air series is being addressed, in 
native languages, to the large foreign popula- 
tion of the city. It plans to tell how gas and 
electric appliances can be used to the best ad- 
vantage and to describe the services the com- 
panies offer to their customers. According to 
the Federal census of 1930, forty-five per cent 
of the radio sets in New York City are owned 
by foreign-born white families. 

Special programs have been arranged in 
Italian, German, Polish, Greek, Spanish, Hun- 
garian, and Jewish. The time scheduled for 
each broadcast was selected, after a careful 
study of the habits of the various groups had 
been made, with a view to reaching the great- 
est number of listeners on each program. 
Some of the programs run for five minutes 
only, others last fifteen minutes or three- 
quarters of an hour. There is one Saturday 
night program which runs from 11:30 to 12:30. 


Timken To Detroit Axle 


DETROIT, MICH.—The Timken Silent Au- 
tomatic Company of Detroit, manufacturer 
of oil-burners and accessories, has sold all its 
assets, subject to liabilities, to the Timken- 
Detroit Axle Company, according to an- 
nouncement by W. C. Wood, secretary-trea- 
surer of the latter concern. 

Henceforth, the new name under which 
operations will be conducted will be Timken 
Silent Automatic Division, The Timken-De- 
troit Axle Company. 

In a message to Timken oil burner dealers, 
Mr. Wood pointed out that the change would 
not affect in any way their status in the dis- 
tribution of oil burners and allied equipment. 
The management will remain the same, as 
the Timken Silent Automatic Company has 
always been wholly owned by the Timken- 
Detroit Axle Company. 


Kelvinator 
Unfilled Orders Up 


DETROIT, MICH.—A 670 percent increase 
over last year in unfilled orders for all its 
products as of February 29th, 1936 was re- 
ported by Kelvinator Corporation. 

This represents a total of 58,097 unfilled 
orders placed with the Kelvinator Corporation 
for household and commercial refrigerators, 
gas and electric ranges, oi! burners and air- 
conditioning units, according to H. W. Bur- 
ritt, Vice-President, In Charge of Sales. The 
corresponding figure as of February 28th, 
1935 was 7,545 unfilled orders. 


Permutit Sales Increase 150% 


Figures just released by Oliver P. Harris, 
Manager of Domestic Sales of The Permutit 
Company, New York, show that sales of 
Permutit household water conditioning equip- 
ment in January and February 1936 were 150 
percent ahead of the same months in 1935. 
Mr. Harris further states that since sales for 
1935 were nearly double what they were in 
1934, this makes the 1936 increase all the 
more significant. 

E. E. Kresge has been appointed repre- 
sentative of the Domestic Sales Department 
of The Permutit Company with headquarters 
at Madison, Wisconsin. He will cover the 
states of Wisconsin and upper Illinois. 


Hemberg Bros. Tops tn Reyel Brive 


AKRON, O.—During a recent nation-wide 
Royal vacuum cleaner distributors contest, 
the sales force of Hamburg Brothers, Akron, 
Ohio, made an enviable sales record and won 
the first cash award of $200.00 and a sterling 
silver loving cup bearing their name. The cash 
and cup were presented to Mr. Balch and his 
sales group during their visit as guests at the 
Royal factory, Cleveland, Ohio. The contest 
was based on definite quotas set for each dis- 
tributor. Sales for Hamburg Brothers during 
the contest period placed them far beyond the 
quota set for them. 
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Same Toaster That Piled Up | 
New Sales Records Last Year 
at $11.50 


“Dealers ARE ‘cleaning up’ with Toasts- 
well.” That is neither advertising jargon nor 
bunk. Toastswell sales have hit an all time 
high — and mass production facilities, re- 
cently provided, have made possible a sharp, 
downward revision in prices. All because 
Toastswell boasts features that are exclusive, 
and definitely superior — because it is new, 
modern, and up-to-the-very-last-minute in 
style — because it is offered at a lower price, 
and carries a longer profit margin. Sell ‘em? 
Man! Of course you can! And every day 
you wait is dollars lost. Get the whole 
Toastswell story; write — TODAY. 


Toastswells, Automatic or 


SichAL SILENT BLADE FANS 


priced 


everything it takes 


tO MdadKe QuicK 


protitadie sales 


ang satis 


Uriniry ELECTRIC 


620 TOWER GROVE AVE.. 





Cleaning Ya with 


Y 


























Has the Famous 
“STOP WATCH” Feature 
With the automatic operation 
of this unique “Stop Watch” 
device, every slice is accu- 
rately “timed” and comes out 
of the Toastswell evenly 
browned — toasted to order! 
Toastswell is the ONLY AU- 
TOMATIC TOASTER that 
makes perfect Melba Toast — 
the ONLY AUTOMATIC 
TOASTER that KEEPS 


RCL toast crisp and 
FOR Fuii 5 


ETAILS warm until 


RITE 
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ST. LOUIS. MO. 




















































A smart-looking fan line not only ap- 
pealing in design but more serviceable 
than ever . . . as free from noise as 
modern engineering can make fans... 
a greater volume of air farther — 
evenly, smoothly, quietly. 

Write now for Signal’s new mer- 
chandising program. 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 
Offices in all principal cities 
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O OTHER 
medium has so much 


selling influence for 
your business.. 


Small town women are your best cus- 
tomers — best prospective customers 
for electrical equipment. Household 
Magazine is read by more small town 
women—your trade—than any other 
publication in America. Some 1,850,- 
000 small town women every month 
read and are influenced in their pur- 
chases by Household. Arthur Capper, 


Publisher, Topeka, Kansas. 














A Gift Day... 





PROCTOR AUTOMATIC 
TOASTER (Turnover Type) 


& 


PROCTOR AUTOMATIC 
GLOW-CONE WAFFLER 


= 


PROCTOR AUTOMATIC 
SNAP-STAND SPEED IRON 
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A Gift Month 


linked into 
a Profitable Selling Season 
by this PROCTOR plan 


Planned selling can and will bring 
more business to electrical shops in 
gifts for Mother's Day and June wed- 
dings. What better gift than a useful, 
dependable Proctor appliance which 
will add charm and convenience to 
any woman's home? Proctor has a 
Sales Plan for linking up these two 
major spring gift occasions intoa prof- 
itable selling campaign which will 
repeatedly ring the bell on your cash 
register. See your jobber or write us 
direct. Proctor & Schwartz Electric 
Co., 7th & Tabor Rd., Philadelphia. 


rocitor 


IRONS « TOASTERS 





WAFFLERS 
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Youve Gor To Keep 


** BT is not enough to interest the 


public once in your product or 

your store — you've got to keep 
them interested.” This is the motto 
of B. F. Hannah of the Grabe Elec- 
tric Company of Tucson, Ariz. And 
as a consequence he keeps, as he says 
himself, “something doing all the 
time.”” This means that there is al- 
ways an excuse for old customers to 
come back; it means a reason for new 
customers to come in; it means that 
the sales force always has something 
new to sell, that they are kept inter- 
ested, on their toes, working at their 
best. 

Sometimes it is a sale, sometimes an 
intra-company contest, sometimes a 
service idea. During the midst of the 
depression, for instance, the Grabe 
Electric took on as employees a num- 
ber of electric service men, salesmen, 
even store managers, who were hard 
up and out of work. It pulled in its 
belt and gave them a salary, all it 
could afford and a little more. Then 
it wrote a letter to everybody in town 
saying, “We will employ these men 
if you will let them work for you.” 
On a regular schedule of calls, they 
started out to cover the town, calling 
at each house and doing, free, any 
repair jobs on electrical appliances, re- 
placing of fuses and mending of cords 
such as could be handled on the spot. 
Charge was made for materials used 
but not for labor. 

They never finished the job, for by 
the time they were well into the sur- 
vey, so much real “pay” work had 
developed from the contacts made that 
they didn’t have enough men left 
over to continue. The acute suffering 
of the worst of the depression days 
is now over, but Mr. Hannah is 
thinking of repeating this experiment. 
It would give quite a number of men 
jobs—and undoubtedly it would prove 
good business. 

Even now, when no special emer- 
gency is recognized, the Grabe Elec- 
tric Company keeps one service man 
on its staff to do free work for cus- 
tomers. It is the duty of this man 
to call back on new sales and repair 
jobs which the company has handled, 
to see that everything is in good run- 
ning order. Particularly is this done 
when there has been trouble, or some 
reason to feel that the customer is dis- 
satisfied. And if some defect is discov- 
ered as a result of this inspection, the 
company takes care of it free of charge. 
“If the customer calls, he pays; if we 
call, we pay,” is the rule. It is sur- 
prising how much heat will evaporate 
from the mood of a disgruntled cus- 
tomer when he receives such a free 
service call. This service could readily 
be justified as a charge against good 
will, but it has its more practical side 
as well in building up later calls for 
the service department. It is an inter- 
esting fact that in spite of its liberal 
policy, the service department carries 
itself, 

Envelopes are kept on all service 
and other accounts of the store, a list 
of some 2,500 having been built up 
through the years. In these are kept 
the records of all transactions between 
the customer and the company, to- 


gether with the comment of salesman 
or serviceman on equipment owned 
and condition. On the outside of the 
envelope is noted the date and nature 
of the items it contains. Every account 
which comes in is referred at once to 
this file, which serves as a credit ref- 
erence list and also as an excellent 
source for the building of prospect 
lists and as a mailing list for form 
letters or advertising folders. 

Another record is kept of customer 
contacts—and that is the experience 
report turned in after purchasing an 
electric refrigerator. A standard form 
is used for this report, which the sales- 
man takes out to the customer’s home 
after several months of operation of 
the new box. On this is estimated the 
saving made by use of the electric 
refrigerator in: 1. Eliminating pre 
ventable spoilage; 2. Permitting the 
buying of bargain specials; 3. Quanti 
ty buying; 4. Former ice bill. Against 
these figures is entered the increase in 
electric bill due to installation of the 
refrigerator. These testimonials have 
proved excellent ammunition in mak- 
ing later sales. For the customer as a 
rule has not confined his or her re- 
marks to the mere figures, but in ad- 
dition to showing savings amounting 
to from $1.75 to $3.50 per month, 
adds such comments as “I could not 
possibly do without this refrigerator,” 
or “I cannot speak too highly of the 
service furnished by the Grabe Elec 
tric.” Such a statement over the sig- 
nature of a well known school official 
or housewife of prominent family has 
great weight in convincing other pros 
pects. 

Some time ago, it occurred to Mr. 
Hannah that the store carried a num- 
ber of lines which it was not actively 
selling—it was merely waiting for the 
customer to come in and ask for them. 
While the customer, on his part, might 
not know that these articles existed 
at all, or, if they did, that they could 
be obtained at the Grabe Electric. As 
a matter of curiosity, he sat down 
with a pencil and paper and tried to 
list all the various articles and ser- 
vices which the store carried or was 
prepared to render. He got up to 
about nineteen or twenty; probably 
the average salesman could not have 
listed so many. Then he got out his 
books and really listed the store’s ac- 
tivities; they came to very nearly two 
hundred. Here, then, was a great re- 
servoir of various appliances and nu- 
merous services which was not being 
touched by the sales force at all- 
why not bring these backwater appli- 
ances into the stream of sales activity, 
broaden the front presented to the cus- 
tomer and incidentally give the sales- 
men more ammunition with which to 
work? He had a list of all store prod- 
ucts and services printed in handy 
form and gave each salesman a supply 
of these sheets. They found numerous 
uses. They were particularly effective 
in opening a cold canvass sale, for in- 
stance, for they gave the salesman 
something to hand to the customer. 
putting her in a receptive frame of 
mind, and also served as a focus about 
which to open the conversation. The 
very length of the list intrigued the 
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Ta EM I NTERESTED 


“Something Doing All The Time” 
is the motto of the Grabe Electric 
Company of Tucson, Arizona 


prospect, who glanced through it in- 
voluntarily. It was a not infrequent 
experience to have the customer show 

a complete lack of interest in the par- 
siculan article concerning which the 
salesman had called, but to mention 
of her own accord some other item 
on the list concerning which she would 
like to know more. The list, further, 
gave the salesmen an excuse to call 
back after a sale was made, and fre- 
quently led to the unearthing of fur- 
ther prospects. The sale of inconspicu- 
ous store items has definitely increased 
as a result of this practice—and will 
probably do so even further when 
Christmas buying shows the need of 
just such a sales guide. 

One company service which in pre- 
New Deal days brought excellent re- 
sults was hospitality to new citizens. 
Tucson has long been recognized as a 
winter resort — and was particularly 
proud of its reputation for friendly 
hospitality. One young newspaper 
man out of a job conceived the idea 
of making this hospitality concrete. 
He kept in touch with new arrivals 
and house rentals (easily done through 
power company cut-ins) and, with 
the cooperation of several of the local 
firms, saw to it that the new home 
was stocked with essentials when the 
newcomer arrived. Milk, bread, eggs, 
and other foodstuffs were on hand by 
way of welcome. Flowers were on the 
center table; the morning paper was 
at the door. Among these articles was 
an electric toaster furnished by the 
Grabe Electric Company. It was not 
an expensive toaster (without its cord 
it cost the firm about 22 cents) but 
it was accompanied with a word of 
welcome and the expression of a de- 
sire to be of service. The gesture was 
appreciated — and generally _recipro- 
cated. Mr. Hannah states that he 
cannot remember one such toaster 
which, in the end, was given away. 
The recipient always came in to pur- 
chase something from the store which 
had made the gift—and thus returned 
the bread (or perhaps “toast” would 
be the better word) cast upon the 
waters. It was a pleasant gesture, but 
during the early days of the N.R.A. 
it was abandoned on complaint of 
other firms. Mr. Hannah's comment 
on the experience, however, is to point 
out the importance of contacting new- 
comers to town. “If a firm would let 
the old timers severely alone and con- 
centrate solely on the new families in 
town, it would soon build up quite a 
respectably sized business,” he states. 

After this form of advertising was 
given up, the same young man who 
had originated the scheme devoted his 
time to calling on a certain number of 
residents of Tucson each day, simply 
asking them where they traded and 
why. The Grabe Electric Company 


found it profitable, at least for a while, 
to subscribe to this service. They were 
particularly interested in the adverse 
comments which occasionally came in 
from a customer who stated that he 
traded elsewhere because he did not 
like the Grabe Electric, giving his rea- 
sons. This gave them an opportunity 
without seeming to do so, by some in- 
conspicuous service, to remove this 
prejudice. And in more than one case 
they were able to win back a custom- 
er, whom they had not known was 
lost. Such a service is only of value, 
of course, if the young man is good 
at eliciting answers to his questions— 
and if he is perfectly honest in making 
reports. 

Mr. Hannah, indeed, rather likes a 
frank criticism, and some of his best 
successes have been with irate cus- 
tomers. A man who is indignant about 
the charge made for service, for in- 
stance, can be met with courtesy, but 
a firm refusal to adjust the bill, “I 
am not going to make any change in 
this charge,” says Mr. Hannah, “be- 
cause we charged exactly what the ma- 
terials and time called for. But we 
realize, of course, that the service 
may not have had this value to you. 
So we will let you fix the bill at 
whatever you think is right.”” No man 
can maintain an attitude of affront in 
the face of such a proposition. One 
customer who protested a repair which 
was his own fault was met with a 
prompt cancelling of the bill. The re- 
sult has been from $200 to $300 in 
further business from the man him- 
self and perhaps $2,000 from his 
neighbors. “If it isn’t right, that firm 
will make it right,” he tells them, 
citing his own case. 

There was also the case of the 
good customer who bought everything 
new which came up, with the result 
that sometimes he bought things be- 
fore they were tested out. A $200 to 
$300 electric chimes installation, for 
instance, had been giving trouble and 
in spite of many service calls, was 
still unsatisfactory. The customer 
made no protest, but Mr. Hannah rec- 
ognized that the difficulty rankled. He 
offered to cancel the sales and take 
back the equipment. The result was 
that the customer forgot all his dis- 
satisfaction. He didn’t accept the sac- 
rifice, but he appreciated the willing- 
ness to make it. And he still buys ev- 
erything as it comes out—from the 
Grabe Electric. 

The store is now busy building up 
a list of 1,000 new prospects. The 
old ones are still there, but after a 
time, it is a good idea to leave your 
past behind you and to take a new 
step, in Mr. Hannah’s opinion. “Keep 
something going all the time,” he says, 

“something just a little different 

from anything you've done before.” 
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The Great Sales Builders... 


ance selling . . . 


to continue the mounting record of appli- 
to continue the satisfactory service that popularizes the electrical way 
of doing things . . . must adhere to known values in the resistance alloys making up the 


heating elements. 


WITH EVERY ADVANCE IN THE APPLIANCE ART . THERE HAS 
ALWAYS BEEN A TYPE OF NICHROME TO ASSURE DEPENDABILITY 


. makers of NICHROME V. 


DRIVER-HARRIS COMPANY 
HARRISON, N. | 
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ARCHER PUSH 


THIS SHARP-SHOOTING FISH 
SIGHTS A BUG ON A BOUGH, 
KNOCKS HIM OFF BY SPIT- 
TING A DROP OF WATER 
AT HIM, THEW EATS THE 
HAPLESS 8UG. 





OIL EITHER 


ITS THE ONE OIL 

MADE SPECIALLY FOR 
ELECTRIC REFRIGERATOR 
AND WASHER MOTORS. 
UNBUTTONS BIG NEW 
MARKET FOR YOU. ITS 
ADVERTISED IN COLLIERS — 








q BETTER STOCK /T. 


GULF ELECTRIC-MOTOR OIL 


Write Gulf Petroleum Specialties, Gulf Build- 
ing, Pittsburgh, Pa., for further information. 
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ENSEMBLE SELLING for 


Small Appliances 


The W oman Head of a Department Store Electri- 


cal Department Suggests Some Feminine Angles 


OMEN play the most impor- 

tant role in the purchase of elec- 
tric appliances. Who but a woman 
should know the best way of selling 
this equipment? Mrs. Katherine Wie- 
gemann, of Tacoma, Wash., is one of 
the comparatively few women, how- 
ever, who have actually risen to the 
top in this field. She is buyer for the 
small electric appliance department 
of Rhodes Bros. Department Store of 
that city. 

She believes that success in selling 
in this field is premised first of all 
upon a thorough knowledge of the 
appliance sold and of what it can do. 
It is in this latter knowledge that the 
woman salesman should have the ad- 
vantage. It is important that she 
should impart it to her customer. Do 
not spend all your time in trying to 
sell the article, says Mrs. Wiegemann. 
Ask a few questions. Find out what 
the customer knows and whether she 
is really buying the article she needs 
to meet her requirements. She may 
be asking for a grill when what she 
wants is a toaster. Or she may be 
contemplating purchasing an electric 
iron with the idea that it will be con- 
venient for warming the bed on cold 
nights. It is costly to let her make a 
mistake, for she will blame the failure, 
not on her ignorance but on the 
electric appliance. It is better to sell 
her the proper equipment in the first 
place. 

It is worth while, too, teaching her 
how to use the article she is buying. 
Do not assume that she knows all 
about coffee making simply because 
she does not ask questions when she 
buys a percolator. Get her to try the 
article in question if you can. This is 
a rule to be remembered in demon- 
strations. A_ particularly successful 
demonstration staged in the store, for 
instance, was that of the feather weight 
iron. An effort was made to get every 
woman who came into the department 
to at least take the iron into her hand. 
If possible, she was persuaded to iron 
a little with it, on one of the available 
towels or handkerchiefs. Nearly every 
woman who tried it wanted one of 
the irons and a fair proportion bought 
one, 

It is a good idea to display small 
appliances in the environment in which 
they will be used. It is customary for 
Mrs. Wiegemann to set up a dining 
table somewhere about the depart- 
ment, using napery, china and glass- 
ware such as would be used in the 
well appointed home. The table may 
be set for different occasions—a party, 
a family dinner, a breakfast, an eve- 
ning supper. Decorations ar: com- 
plete—and whatever electric appliance 
's appsepriate for the occasion is part 
of the display. Electric chafiing dishes 
tor informal evening refreshments 
take an excellent display of this kind. 
An Easter table which featured an 
electric egg cooker brought excellent 
results in sales. The cookers were 
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bought as appropriate Easter gifts. 
Sometimes these table displays are 
made elsewhere in the store, attracting 
attention and bringing people in to the 
electrical department to make in- 
quiries. 

Another idea which has brought re- 
sults is what might be called “ensem- 
ble selling.”” Women like to have their 
table linen, and their bathroom fix- 
tures, match. They buy china of one 
pattern. They insist on having silver- 
ware which bears the same design on 
all articles used. Why not then, be 
just as particular about electric ap- 
pliances ? Why should not the woman 
have a toaster, a waffle iron, a grill, 
and a coffee maker which go together 
and help to make her breakfast table 
an attractive, rather than a haphaz- 
ard, display? It is simple enough to 
find out what make of appliances the 
customer already has, or to keep a 
record of those she has already been 
sold by the store. Simply explaining 
the idea is enough to bring her back 
to make her purchase at the shop 
which carries matching designs in 
other table appliances. It offers an ex- 
cellent talking point and gives an ex- 
cellent excuse for a follow-up and a 
second sale. One appliance means a 
good sale; it is a still better thing if 
you can sell them in sets. And that, 
says Mrs. Wiegemann, is what a 
woman can do, if she will apply her 
knowledge of the way a woman thinks 
to the selling of electrical equipment. 


v 
PROMOTION 
DEVELOPS 
IRONER BUSINESS 


HE effect of active promotion 

in developing business is well il- 
lustrated by the experience of one 
California dealer in selling electric 
ironers. Up to the time of the ironer 
campaign which was sponsored by 
the Electrical Appliance Society of 
Northern California last fall, he had 
sold an average of two electric iron- 
ers per month. Some months it was a 
little more, some months a little less, 
but that seemed to be about the num- 
ber of ironers which his market would 
absorb. It was without much hope of 
improving results therefore that he 
undertook to tie-in with campaign of 
the Appliance Society. He ran extra 
advertising and employed a demon- 
strator. That month he sold twelve 
ironers. This was encouraging and he 
continued his extra activities for the 
next month. This month he sold 21 
ironers. Thereupon he adopted ironer 
promotion as a permanent policy — 
and increased his sales in the month 
following to 29 ironers. He is still 
selling ironers in like unheard of num- 
bers to the market which up to last 
fall he had believed would absorb but 
two a month. And he believes now 
in going after business. 














ReaM CEILING FANS 


Hotels, schools, restaurants, 
clubs, stores, and public 
buildings are all prospects 
for R & M Ceiling Fans. High- 
class prospects, every one— 
and instead of selling just 
one fan you may sell a dozen. 

With the R & M line, you 
can! R& M Ceiling Fans have 
been the standard of quality 
for 40 years. Four basic mod- 
els, in a full variety of sizes 













and styles, enable you to 
specify the right fan for every 
installation. And R & M qual- 
ity insures a lifetime of trou- 
ble-free service—25 or 30 
years is not unusual. The prof- 
it on the sale stays with you! 

Your jobber has full par- 
ticulars about R & M Ceiling 
Fans. Investigate this oppor- 
tunity now .. . the season 
is on! 





ROBBINS &€ MYERS 


Founded 1878 


Robbins & Myers 
Inc. 
Springfield, Ohio 






















shave 

For laundering delicate 
fabrics 

For making drip coffee 
For serving afternoon 
tea 

For use in the nursery 
For washing dishes 
For use in the sickroom 
For the summer cottage 
or camp 

For use in the bedroom 
For doctoring pets or 
farm animals 

As a regular tec kettle 
on any range 

As a double-quick tea 
kettle (plugged in and 
set on range 


Dept. 894 





For the early morning 





The Robbins & Myers Co. 
Ltd. 
Brantford, Ont 





..a dozen times a day 


in every coom of the home, this new appliance 
quickly makes itself indispensable. [Especially sal- 
able now when furnace fires are going out and hot 
water is no longer on tap. Something novel and 
different—just what your gift trade is looking for 
Saves 40% on current for electric range- users. 5- 
int capacity for quick heating (brings 2 pints to a 
pot in less than 2 minues). Whistles w water 
boils. Write for bulletins 


WEST BEND ALUMINUM CO. 


West Bend, Wis. 


ELECTRIC TEA KETTLE 
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A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 


Market Analysis Department 
Flectrical Merchandising 


WASHERS 

\stonishing increases in sales have been 
achieved by electric washers in the first two 
months of 1936. January sales have run 
34.3% ahead of January 1935, and February 
sales are estimated to be 14.3% in advance 
of sales of February 1935. 

Following are estimates of industry sales 
of household electric washing machines, com- 
piled by the American Washing Machine 
Manufacturers Association: 
Jan. 1936 
Jan. 1935 
Feb. 1936 


107,675 washers 
80,143 washers 
113,458 washers 
Feb. 1935 . 99,246 washers 
Saturation, January 1936 10,346,482 
homes, or 48.8% of total wired homes. 


v 
GAS-ENGINE WASHERS 


Having run a close second to electric 
washers in January with an increase of 
29.1% in sales compared with sales of January 
1935 — gas engine washers took a downward 
dip in February and trailed 12.9% behind 
sales of February 1935. Notwithstanding the 
February decrease, sales for the combined 
two months’ period showed an increase of 
4.8% over the same months of 1935. 

Following are sales records of manufactur- 
ers of gas-engine washing machines, as re- 
ported to the American Washing Machine 
Manufacturers Association: 

Jan. 1936 12,855 gas engine washers 
Jan. 1985 9,959 gas engine washers 
Feb. 1936 . 11,818 gas engine washers 
Feb. 1935 13,S78 gas engine washers 


v 
IRONERS 


In percentage of increase, ironer sales have 
outdistanced the records set by electric 
washers in the first two months of 1936. 

January sales went up 65.8% and February 
19.9% compared with sales of corresponding 
months of 1935, as evidenced by the following 
figures compiled by the American Washing 
Machine Manufacturers Association: 

Jan. 1936 .. 13,316 ironers 
Jan. 1935 .. 8,013 troners 
Feb. 1936 . 12,017 ironers 
Feb. 1985 10,021 ironers 

Saturation, January 1936 1,031,802 

homes, or 4.9°% of total wired homes. 
v 
RANGES 

Range sales of the NEMA membership in 
January 1936 were 77% in excess of sales re- 
ported for January 1935. It should be noted, 
however, that 12 manufacturers are included 
in the membership this year, while last year’s 
membership was comprised of 11 manu- 
facturers: 

Jan. 1936 11,696 ranges, valued at 
$810,314* 

6.006 ranges, valued at 
152,400* 

*\lanufacturers’, not retail, value. 

Saturation, January 1936 1,449,250 
homes, or 6.8% of total wired homes. 


v 
STOKERS 


lhe stoker industry continues on the up- 
grade. According to the Department of 
Commerce, 63 identical manufacturers re- 
ported an increase of 66.4°% in sales of Jan- 
uary 1936 compared with January 1935. This 
increase relates to residential stokers which 
consume less than 100 Ibs. of coal an hour 
(Class 1 stokers). 

\t the same time, 33 manufacturers of 
apartment house and small commercial heat- 
ing stokers (Class 2—capacity 100 to 200 Ibs. 
coal per hour) reported sales 27.2% in excess 
of January 1935; and 21 manufacturers of the 


Jan. 1935 


larger stokers (Class 3—capacity over 300 
lbs. coal an hour) reported an increase of 
37.7% in January sales. 


Class 1 Class 2 Class 3 
Jan. 1936 2 065 187 St 
Jan. 1936 ... 1 241 147 “1 
Vv 
REFRIGERATORS 


Refrigerator sales advanced from a 22.9%, 
increase in January to 47.2% in February, 
compared with sales of the same two months 
of 1935. 

Following are estimates of industry sales 
of household electric refrigerators, prepared 
by the Edison Electric Institute on the basis 
of sales reported by the NEMA refrigerator 
membership: 
Jan. 1936 
Jan. 1935 


119,764 units 
97 A421 units 


Feb. 1936 179,056 units 
Feb. 1935 .. 121,636 units 
Saturation — 7,250,000 homes, or 34.2% 


of total wired homes. 
v 
VACUUM CLEANERS 


\n official release from the Vacuum Clean- 
er Manufacturers Association states that 
January sales of floor cleaners were 24.2% 
in excess of sales of January 1935, instead of 
20% as first reported. February sales were 
13.9% ahead of February 1935. 

From the same source it was learned that 
hand cleaner sales had increased 33.2% in 
January and 3.9% in February over cor- 
responding months of a vear ago. 

Jan. 1936 74,733 floor cleaners & 

24,999 hand cleaners 
60,180 floor cleaners & 

18,744 hand cleaners 
86,084 floor cleaners & 
23,769 hand cleaners 
75,582 floor cleaners & 
22,872 hand cleaners 

Saturation, January 1936 — 10,241,579 

homes, or 48.3% of total wired homes. 


Jan. 1984 
Feb. 1936 . 


Feb. 1935 


v 
WATER HEATERS 


Notable progress in electric water heater 
sales was revealed by the reports of nine 
leading manufacturers, whose combined unit 
volume of sales in January 1936 increased 
40.2% over January 1935. 

The following figures represent sales of 
storage tank water heaters by the nine 
manufacturers: 
Jan. 1936 . 3,033 units, valued at 

$137,658* 

2,163 units, valued at 

$101 ,757* 


*Manufacturers’, not retail, value. 


Jan. 1935 


v 
OIL BURNERS 


Based on reports of 160 manufacturers, the 
Department of Commerce estimates the fol- 
lowing increases in sales of household electric 
oil burners in January 1936 compared with 
January 1935: 69.9% in mechanical draft oil 
burners; 51.1% in boiler burner units; and 
25.7% in furnace burner units. 

Mechanical Draft 


Jan. 1936 .. 5,248 units 

Jan. 19365 ...... 3,089 units 
Boiler Burner Units 

Jan. 1936 .. ee Ba 411 units 

Jan. 1935 ..... 272 units 
Furnace Burner Units 

Jan. 1936 .. 220 units 

Jan. 1936 ...... 4 unis 


Saturation, January 1936 — 984,995 homes, 


or 4.6°7, of total wired homes. 


APRIL. 1936—ELECTRICAL MERCHANDISING 
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eIT SEEMS EVERYBODY is buying a General Electric Refrigerator! More and 
more refrigerator shoppers are discovering that it costs Jess to own a General 
Electric. Its savings over a cheaper, less efficient refrigerator in operating costs 


alone, soon more than pay any difference in original price. 


RESEARCH KEEPS GENERAL ELECTRIC YEARS AHEAD! 


The economy and dependability of the “ageless” G-E sealed-in-steel mechanism 
have been proved by billions of hours of matchless service in every type of home. 
G-E cabinet appointments are chosen for their PRACTICAL convenience features. 
The General Electric retailer has no expensive, profit-eating service problems and 
complaints either with the refrigerator mechanism or with “gadgets.” General Elec- 
tric Co., Appliance and Merchandise Dept., Sec. DE4, Nela Park, Cleveland, Ohio. 











Westinghouse 


ELECTRIC 
ROASTERS 
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‘A BOOK OF ROASTER SELLING PLANS 


Many successf roaster se 3 pions are 
ovtlined in this book, together with com 
plete advertising and promotional materia 
Pe ee a a for a Oopy 
or write to headavarters 





Deluxe Heft malic Koaslen 


A modern, efficient oven in 2 feet of shelf space. 

Revolutionary rectangular design gives 25°, more capacity than 
oval design of same over-all dimensions. 

Takes standard size heatproof glass cooking dishes...easy to 
clean...easily replaceable. Electric-range-type insulation... high 
efficiency ...a cool kitchen. 

Lifting rack raises all dishes at once...holds them in position 
for loading, unloading or serving without using shelf space. 
Reversed, the rack serves as baking trivet. 

Temperature range from 150° warming heat to 550” searing, auto- 
matically maintained at any selected point by built-in Watchman 
Thermostat. Signal light indicates when desired temperature is reached. 

This big, handsome roaster has amazing versatility ... Roasts... 
Bakes ...Stews...Grills... Cooks complete dinners for 8 to 10 persons. 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 
MERCHANDISING DIVISION MANSFIELD, OHIO 


EVERY HOUSE NEEDS (and can easily have ) A WESTINGHOUSE ROASTER 








